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EXPLORING SPECIALTY MARKETS

Itisvery difficult for small, foreign companies to break into the very large U.S. department store and chain
store market for handicraft and textile products. For this reason, it may be more appropriate to focus on
smaller specidty markets where quantities demanded are smaller, and where buyers are more accessible,
have less rigid buying requirements, and are more entrepreneurial and open-minded in their purchasing
behavior. Two markets that may meet these criteria are profiled below.

Museums, Art Galleries, and Zoos

In the United States there are a staggering number of museums, art galleries, and zoos, many of which have
sophisticated retail shops in order to generate much needed revenue for the ingtitution. The American
Association of Museums a one represents some 11,300 museum professionals, volunteers and trustees, has
1500 corporate members and 3000 ingtitutional members. Art museums, natural history museums, historical
sites, children’s museums, and zoos are some of the organizations represented in this association. The
Museum Store Association serves approximately 1900 institutional members and has an annual trade show
where vendors can exhibit goods to museum store buyers. To learn more about this potential target market
the following web sites and references may be of use.

Organization or Institution Web Site Address Brief Description
American Association of WWW.aamus.org National organization
Museums representing the museum
community.

Association of African American | www.artnoir.com Provides training and member

Museums servicesto African American
museums and museum
professionals.

National Craft Association www.cr aftassoc.com Information and resource

center for the professional arts
and craftsindustry.

Association of Children’s www.childrensmuseums.org Source of information and
Museums professiona development for

museum professionas serving
young visitors.

The Museum Stores www.museumdistrict.com International organization
Association representing museum store
professionals. They hold an
annual trade show for
members.




Independent Retailers

Another strategy that might be employed to break into the U.S. market would be to target independently
owned retail businesses. For example, there are 64,725 furniture and home furnishings stores and 156,601
clothing and clothing accessories stores in the United States. This does not include either department stores
or discounters or mass merchandisers. All of these stores are potential outlets for your products.

As an example, one subset of this category are businesses which are owned by or cater to African

Americans.

Y VvV
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Following are some demographic characteristics of this market segment.

African American population in the U.S. is over 36 million. This represents approximately 13% of
the total U.S. population. It is expected that this population will grow to 61 million by 2050, at
which point it will represent 15% of the U.S. population.

There are 1.8 million affluent African American families. Thereare 1.9 million children in these
families. Nearly al affluent families live in urban areas.

African Americans are younger than average.

There are more African American women (53%) than men (47%). Since African American women
consume more goods and services than men, African American women represent a significant target
market.

African Americans tend to live in urban centers more than the general population.

Most African Americans live in the southern United States.

Many African Americans have ties to other countries.

African Americans are highly style conscious.

African American consumer expenditures are growing at above average rates.

African Americans spend more than $32 billion on apparel and footwear and $14 billion on
household furnishings and equipment each year.

Sources of demographic information: Report titled “The U.S. African American Market” by
MarketResearch.com; article titled “ Opportunities Overflow in the Fast-Paced Retailing Industry” by George
R. Auzenne, The Black Collegian Online.



START WITH THE FACTS—-THE IMPORTANCE OF TARGET
MARKETING

Regardless of what market you are targeting, marketing is a customer-oriented approach to business that
starts with a thorough knowledge of both the consumer’s and your customer’s needs and wants. Thisis the
basis for ensuring that all business decisions are made with the objective of serving the target segment better
than your competition does and within the company’s resources. This process is commonly referred to as the

Four C’'s — Consumer, Customer/Channel of Distribution, Competition and Company.*

Consumers

Clearly defining and under standing your tar get
consumer isa key requirement:

Some aspects to consider:

Consumer profile — statistical definition of age,
income, marital status, occupation, location, ethnic
background.

The tighter the definition, the more efficient the
focus.

Image perception — How do they perceive your
type of merchandise?

Is it by item? Is it a line of products? Is it a
famous brand name?

Purchasing patterns — How, when, where, why,
what do they purchase?

Various segments shop differently. For example,
working mothers vs. single men. It's important to
think about who will be ultimately using your
products and where they will be shopping.

What are current consumer attitudes, opinions, and
ways of thinking?

Are the consumers in your target market risk
takers, culturally aware, or conservative and
traditional ?

How are their values or standards in life changing?

Have current world events affected consumers
buying patterns? Travel patterns, amount of time
spent a home with family, time availability for
shopping are al issues to consider.

What is your target consumer’sway of life?

Highly socia, experimental, reclusive?

How will changing statistical characteristics of the
population affect business?

Aging baby boomers, increasing affluence in
African American population.

Where are your target consumers located? What
are the primary and secondary geographical
markets for these consumers?

Magjor metropolitan centers, rural areas, widely
spread out throughout country, concentrated in one
primary geographical area.

Information on the Four Cs was adopted with permission from a seminar on Marketing to Retailers conducted

by John Williams of the J.C. Williams Group, Toronto, Canada.




Customer/Channel of Distribution

A detailed knowledge of your retail customers,
how they serve various consumer segments, and
how they buy iscritical to sdalling to them.

Some aspects to consider:

Customer profile — type of store, size of stores,
geographical locations, who their target consumers
are, pricing strategy, financial  strength,
organizational structure.

The tighter the definition, the more efficient the
focus.

How big is the market and what share of the market
does each type of retailer have?

Are you targeting the right customers in this
market? Who should your key target accounts be?

Image perception — How do they perceive your
type of merchandise?

Is it by item? Is it a line of products? Is it a
famous brand name?

Purchasing patterns — How, when, where, why,
what do they purchase?

Do they buy seasonaly or for specia occasions?
What is the buying cycle? Are they accustomed to
purchasing goods offshore? Do individuas make
buying decisions or are they made by committee?
Do they buy centrdly, regiondly, or a the store
level? Do they attend trade shows? Do they prefer
to buy through sales agents or direct from the
manufacturer? Do buyers travel ?

What are current customer attitudes, opinions and
ways of thinking?

Are the customers you are targeting risk takers,
culturaly aware, or are they cautious and risk
averse?

How are their vaues, standards in life, and
economic redlities changing?

Have current world events affected customers
buying patterns? Travel patterns, inventory levels,
shipping lead times all tied to financial budgets are
redlities for today’ s buyersin al markets.

Where are your target customers located? What are
the primary and secondary geographica markets
for these customers?

Magor metropolitan centers, rural areas, widely
spread out throughout country, concentrated in one
primary geographical area. How does this affect
shipping of your products? Do they go to one
central distribution center or will you be expected
to ship to avariety of locations?

What innovations are occurring in retailing?

Can you capitalize? How does access to internet
affect your ability to service foreign markets?




Competition

An honest, objective assessment of competition
is critical to knowing how to outperform
competition:

Some aspects to consider:

Who are your key competitors? How big is the
market and what share of market do your key
competitors have?

Do you have alot of competitors? If so, what will
set you apart and make you unique?

What are your
weaknesses?

competitors  strengths and

Where can you outperform? Where will you need
to improve? What are the advantages of dealing
with you instead of your competitors?

What are the competitors strategies? How are
competitors positioning themselves in the market?

Can competition be beaten? Examine redlisticaly
where there is an opening and be careful not to
spend valuable resources pursuing business that a
competitor cannot lose. Is a dominant firm aready
in aposition you would like to be in?




Company Information

How isyour company doing?

Some aspects to consider:

Is your company profitable and can you cover the
costs to expand into an international market?

Sdlling to customers in the U.S. can be both time
consuming and expensive. Do you have the
resources, or are the resources available to do this
effectively?

Do you have good organizational systems?

Exporting to the U.S. requires significant backup
documentation. Do you have the systems in place
to keep track of invoices, purchase orders from
suppliers, country of origin of raw materials, etc.?

Do you have an adequate line of credit or are the
banking facilities available to you willing to extend
credit to foreign customers?

Are you on good terms with your bank? Can your
bank facilitate letters of credit to U.S. customers?
Is your operating line sufficient to cover the initia
exporting start-up costs or do you need to take a
loan or secure an equity investor? Have you
calculated those costs?

Is there someone who is responsible for the results
and leadership of the company?

Do you have the vision, ability, patience, and
stubborn  willpower to overcome the many
obstacles you will face?

Is there sufficient staff to do the job well without
placing undue stress on management?

You cannot do it done. Do you have trained,
rliable, responsible <aff to assist you in
accomplishing your objectives and to manage the
company if you need to travel abroad?

Do you have the knowledge to keep up with
modern management techniques expected by U.S.
customers?

Y ou will need inside or outside assistance to ensure
that you get it right the first time. Y ou may not get
a second chance. Have you established a good
advisory team?

How will specific economic factors impact on your
business?

How will the U.S. economy, trade policy between
your country and U.S,, currency valuations affect
your export strategy?




UNDERSTANDING HOW SPECIALTY BUYERS PURCHASE

Characteristics of the Museum, Art Gallery, and Zoo Souvenir Retailer

Some key characteristics of this target market are as follows:

>
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Stores are often run and/or managed by volunteers, therefore there is considerable turnover in staff.
This can be disruptive to vendors if a store buyer is a volunteer.

Purchases are sometimes made by committee, therefore vendors can experience lengthy delaysin
purchasing decisions.

Buyers often have severa other responsibilities within the organization, so saving themtimeisa
critical selling feature.

In large organizations like the Metropolitan Museum of Art in New Y ork City, buyers have product
specidties, therefore there is a different buyer for each type of commodity.

While there are thousands of museums, art galleries and zoos throughout the United States, thereisa
higher concentration of these organizations in major metropolitan centers like New Y ork and
Washington. Geographically, this makes servicing this market relatively cost effective.

Generally people who work in museums are interested in learning about the world outside of the
United States. They like to travel and may be open to inquiries from African vendors.

On the following page there is a profile of the Museum Store Buyer provided by the Museum Store
Association. Y ou can also learn more about specific museums and the types of products sold at museum
stores by referring to the following web sites.

Web Site Address Brief Description
WWW.musee.com Directory of on-line museum stores
WWW.MUSeUmMspot.com A guide to museums and other cultural information
on the web

www.museumstuff.com Ontline directory of museum resources and
information

WWW.MUSEUMSsUSa.org Web-site dedicated to information provided by
State museum associations throughout the U.S.

WWW.NYMUSEUMS.COM OnHline news service dedicated to museums and
exhibitionsin New Y ork City and surrounding
areas

wWww.amer icancr aft.com A web sitefor an organization that attemptsto

put art gallery buyersin touch with artists and
viceversa




MUSEUM STORE ASSOCIATION

t'sdifficult to generalize about museum store

buyers. Each buyer represents a museum with an
individualized collection and each seeks
merchandise to reflect that collection and to serve a
targeted customer. Nonetheless, most museum store
buyersshare common traits and working conditions.

Buyers for museum stores typically perform
multiple jobs in addition to buying
merchandise, they often manage the store,
design displays and coordinate the volunteer
program. Even at bigger museums, buyers
often shoulder responsibility for day-to-day
store operations. Because they are so busy,
they prefer to work with vendors who schedule
sal es appointments and who provide catalogs
that can be perused during quiet time.

Museum store buyers tend to value long-term
rel ationships with trusted vendors. They
appreciate vendors who consistently fulfill

MEET THE MUSEUM STORE BUYER

ordersin atimely fashion, and they like
working with those who have a proven track
record for quality service and products.

Museum store buyers are constantly in search
of new products. Many visit multiple gift
markets, including the MSA, Expo, to meet
new vendors and examine wares.

Many buyers use gift shows as research rather
than buying opportunities. Thisis particularly
true of first-time attendeesto MSA's Annual
Meeting & Expo. An estimated 80 percent of
all attendees place orders at the Expo, but they
also collect data, meet new vendors and return
home to contemplate what they've learned
before ordering. Some buyers must submit
purchasing plans for approval by the museum
hierarchy. They place orders only after their
product selections have been approved.

DOING BUSINESSWITH MUSEUM STORES

s nonprofit retail entities, museum stores differ

substantially from their for-profit counterparts.
Doing business with museum stores become easier
when you understand how they operate and why they
follow certain practices.

U.S. Museum stores must adhere to IRS guidelines
for nonprofit institutions. The IRS requires that
merchandise in museum stores be related to the
museum'’s collection. Hence, a product suitable for
anatural history museum might not be suitable for
an art museum.

Museum stores have an educational mission.
Buyers strive to find products that teach and
stimulate interest. They want to educate their
customers about a product's cultural context, its
production process or the artist behind it. Buyers
have found that when descriptive literature
accompanies products, they are better able to
advance the museum's mission.

Museum stores often carry merchandise for short-
term, one-time engagements. Special exhibits come
and go. Buyers might need huge quantities of a
particular item for one season but none at all
thereafter.

Museum stores abide by the purchasing and
payment procedures of their institutions. Many
museum store managers must go through a central
accounting office when placing orders and paying
bills. Asdepartments within tax-funded
institutions, many must use purchase orders for
procuring merchandise. Few museums pay cash for
shipments on delivery. Although museum stores
generally are reliable business partners, payment
might be slower than is customary.

Peak seasons vary from museum to museum. Some
stores do their best business during the summer
tourist months. Others are busiest when school isin
session and the museum catersto tours. Some, like
their for-profit counterparts, rely on the Christmas
season to generate alarge percentage of their

annual revenues, others are not even open for the
holidays.

With their individualized collections and focused
missions, museum stores offer vendors accessto a
dynamic and distinct retailing niche.

4100 E Mississippi Avenue, Suite 800 - Denver, CO 80246-3055
Phone; (303) 504-9233 * Fax (303) 504-9585

E-mail Info @msaweb.org * www.msaweb.ord



Characteristics of Independent Retailers

There is considerable opportunity to sell both arts and crafts and apparel products to independent
specialty retailersin the United States. Characteristics of these independent speciadty stores and their
buyers are as follows:

In the Arts and Crafts Category -

» Stores aretypicaly located in mgor urban centers.

Buyerslike to travel to purchase unique items for their stores.

They often cater to affluent consumers so they look for interesting, good quality products.

Stores are usually independently owned by an owner operator. Often they can be reached easily
by phone or email. They are easier to contact than department store or chain retailers.

They may wish to purchase on consignment for expensive items.

They are probably knowledgeable on importing since this may form a significant part of their
business. They may or may not be willing to incur the shipping and importing risk, and to deal in
acurrency other than U.S.$.

VYV VVV

To learn more about these types of retailers and to view some of their web sites, go to
http://yahoo.com/business and economy/shopping and services/arts and crafts/cultures and
groups/african/.  Thisweb site provides alist of unique African retailers who sell African productsin
stores and on-line. Look aso under specific types of crafts and productsin

http://yahoo.com/business and _economy/shopping and services/arts and crafts/cultures for American
retailers selling Africa products.

In the Apparel Category —

» Storesaretypicaly located in major urban centers

> Buyers purchase products both domestically and abroad. They often attend trade shows and
purchase from manufacturers sales representatives. Trade show listings are included later in the
workbook.

They are very fashion/style conscious, as are their customers.

They may buy seasondly at trade shows and fill in inventory at other times of the year.

They will have varying degrees of financia success and may pose a credit risk.

They may be unfamiliar with importing from another country and will be unwilling to do any
extrawork. You will have to make things smple for them.

They will expect to do businessin U.S. $.

They may be cautious and therefore order quantities can be quite smal initially.

VV VVVV

To learn more about the characteristics of African American women and to view on-line retailers catering
to this market, you may wish to visit www.africansisters.com.



http://yahoo.com/business_and_economy/shopping_and_services/arts_and_crafts/cultures_and_
http://yahoo.com/business_and_economy/shopping_and_services/arts_and_crafts/cultures

The following web sites provide genera information on trade shows, merchandise marts and other
apparel industry resources and links that may be useful in identifying target customers, sales
representatives, trade shows, and in answering questions related to the U.S. apparel and textile sector.

Web Site Address

Brief Description

www.tsnn.com

A comprehensive directory of trade shows by
industry. There are several apparel industry
categories.

www.apparel search.com

An on-line guide to the apparel and textile industry.
Provides awide variety of links to manufacturers,
retailers, freight companies, trade shows and many
other resources useful to people in this industry.

www.apparel news.net

An on-line magazine for the apparel and fashion
industry.

www.infomat.com

A fashion industry search engine that includes
useful links and information on buying offices,
saes representatives, trade shows, and industry
associations. Some information must be purchased.

Getting an Appointment with a Retail Buyer

Retail store buyers have increasing pressure to produce more with fewer resources. For this reason they
are often inclined to stick with tried and true vendors whose product lines they know will produce the
gross profit margin required by their superiors. Asaresult it is often very difficult for a new vendor to
get that crucia first gppointment. While it may be true that buyersin specialty markets may be more
open minded than those in large chain or department stores, they will still be under pressure to perform.
The vendor therefore must convince the buyer that her company can deliver the following:

> A credtive, interesting product or product mix that will sell through at full mark-ups to the

consumer.

YV V

The ability to deliver the quality level that is displayed in the sample that is shown to the buyer.
The ability to ship the product on time at the price that was agreed to.
A willingness to support this purchasing agreement with guarantees. The buyer must be

confident that defective or damaged merchandise will either be replaced by the vendor free of
charge, or that he/she will be refunded for the purchase price of the item.

Even if the vendor is able and willing to do al of these things, it can till be very difficult to get that first
foot in the door of the buyer’s office. Following is a plan that may assist in that process.

10




Resear ching the Store and Buyer’s Preferences

Vigit the retailer’ s store or web site or conduct a smple buyer survey before you or your sales agent
makes that first call. A sample questionnaire is included in your workbook for your use. Familiarize
yourself with the retailer’s product line and have some clear ideas on how your product or product line
will fitin. Learn what issues are important to this specific buyer.

Specifics that you will want to consider are:

Price points— What are the standard price points in the store? If your products sold for a
similar price, would the retailer be making an acceptable gross margin on your products?
What is an acceptable gross margin for this particular retailer? Are you able to sdll your
products profitably for the amount that the retailer could redlisticaly pay?

Purchasing Quantities — How much stock is the retailer likely to carry of productsin your
category? What istheir usua initial order size? Do they typically repeat orders?

Seasona Purchasing — Do they purchase during certain months of the year? When are those
months? When would they rather not hear from you?

Target Consumers— Who is the store’ s primary target market? How does this affect price
and quality expectations?

Packaging and In-Store Promotions — Does the buyer favor vendors who provide specia
package or in-store support or display features? If so, what do other vendors provide and
what is expected of you or your sales representative? What are the costs of these additiona
services?

Delivery — What are typical lead times for this buyer from order date to delivery? Can you
meet that schedule, or can you convince the buyer to ater these guidelines by offering other
unique features or services?

Payment Terms — How do they typically pay? How will you ensure that you are paid and
will the buyer be comfortable with the terms that work for your company?

M aking Contact with the Buyer’

Once you have thoroughly researched the buyer’s product mix, store, and preferences, you can use the
following approach to make contact:

» Writealetter or e-mail to the buyer introducing yourself, your company and your
products. You may already have done thisif you have sent a sample survey. If thisisa
second |etter, it should include more detailed information on your products. Y ou may
wish to include catalogues, product specification sheets like those included in your
workbook, photographs of products, swatch cards, etc. Close the letter by saying you
will follow up by phone or e-mail.

Adapted from a speech by Sandra Classic in the Seminar on Marketing to Retailers with permission from
J.C. Williams Group, Toronto, Canada

11



» One week following the buyer’s likely receipt of your package, follow up by phone or e-
mail. If the buyer is not available and you get voice mail, check with his’her receptionist
to determine if he/sheisin town. If so, leave amessage. |f your messageis not returned
within two days, repesat the call or email message. Try this two more times if necessary.
If the buyer is not in town, find out when he/she will be returning and call then. If these
approaches fail to get you areply, try the following.

» Call the buyer’'s assistant if he/she has one. This person’s name is usualy easily retrieved
from the main receptionist. Perhaps that assistant will be able to contact the buyer on
your behalf or suggest the best time for you to try to make contact with the buyer. Ask if
you can follow up in a couple of days, and make sure you contact that assistant on the
day that you prearrange.

» If neither of these approaches works, file this contact for follow up in a month’s time and
go on to the next. There is no point wasting valuable resources and time on an
uninterested buyer. 1n amonth there may be staff changes that will work in your favor.

Your First Meeting or Phone Call with the Buyer

First impressions can make or break your relationship with the buyer, hence the importance of
anticipating the buyer’s needs and wants before you (or your sales agent) speak with her personaly.
A knowledgeable vendor will be more likely to attract the buyer’ s attention and command respect.
Keep in mind these people are often very busy and you don’t want to be perceived as wasting their
time. Y ou should be prepared to speak knowledgeably about al of the topics of concern to the buyer.
Have the buyer’ s completed questionnaire (if you’ ve received one) handy when you make the cal in
case you need to refer toit.

Even if your conversation goes smoothly, you may be faced with a hard economic reality. The buyer
may have finished her purchasing for the season. If you are presented with this objection try to
persevere. Suggest to the buyer that you think she would till be impressed with your products and
services and you would like to either meet with her personally or send a sample anyway in
anticipation of her next seasona cycle of purchases. Y ou want to be at the top of her list when sheis
starting to purchase the following season so that she will alot inventory space and purchasing dollars
to your product line.

If the buyer agrees to meet with you (or your sales agent) or to review your products, ensure that you
write down exactly what it is she wants to see. During your meeting or when you send your written
presentation, these are the items that should be presented first. Don’t exclude other products that you
think would add value to your buyer’ s retail mix, just ensure that you treat the buyer’s specific
requests with the respect they deserve. During an initial meeting it is critical to have al details at
your fingertips so that you can walk away with an order and close the sale. Review the items of
concern to the buyer again, and ensure that you have finalized al of the pertinent information relating
to your product, pricing, delivery, terms etc. so that the buyer has al the tools to issue a purchase
order.



Sample Letter to Accompany Buyer Questionnaire
(on Company L etterhead)

March 1, 2004

Ms. Jane Museum Store Buyer

The Redly Incredible Museum of Natural History
1000 Museum Road

Big City, U.SA.

Dear Ms. Museum Store Buyer:

In order to prepare my company for an exciting expansion plan, | am writing to ask a few questions about

your organization and the products you purchase for (name the store).

| own a growing manufacturing company in (your city and country). We
specidize in providing (describe your products
and services) to (describe your key customers and

where they are located). We are considering an expansion into the United States market for
(products), and would like to ensure that we have carefully researched your industry in

order to adequately and appropriately meet the needs of buyersin this market.

We would greatly appreciate your taking a few minutes to complete the enclosed questionnaire that will
assist usin preparing our company for this opportunity. Y ou can fax this information to our confidential

fax number at (your fax number). Should you have any questions or
concernsabout this matter, please do not hesitate to e-mail me at (your e-mall
address), or call our sales representative (if you have one) a

(phone number).

Thanks in advance for your cooperation.

Yourstruly,

(Your Name and Title)
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Sample Buyer Questionnaire
(on Company L etterhead)
1. Storeand Buyer Information:

Name of Company or Organization

Mailing Address
City, State, Zip Code

Buyer’'s Name

Phone Number

Fax Number

E-Mail Address

Store’ s website address

Buyer's Assistant’s Name

Phone Number

Fax Number

E-Mail Address

Number of Stores

Primary Locations of Stores

2. Buyer Preferences and Requirements:

What products are you responsible for purchasing?

What are the key qualities you look for in the products you purchase?

What are the key qualities you look for in the suppliers of these products?




10.

11.

12.

13.

14.

Would you be willing to purchase products from an African manufacturer?

Yes or Maybe (go to 5 and compl ete questionnaire)
No Please tell us why you would be unwilling to purchase from an African manufacturer.
Thank you for taking the time to respond.

Arethere any products that you are currently looking for that you are having difficulty sourcing?

What conditions would have to be met by this supplier to earn your business?

What lead times are appropriate for the purchase of these products from overseas sources?

Would you be willing to handle the logisticsinvolved in clearing goods through U.S. Customs? Have you done
thisin the past?

Would you prefer to pay for your productsin U.S. $ or would you be willing to pay in thelocal currency?

Arethere any special |abelling, packaging or promotional requirements that suppliers of these products should

be aware of ?

Would you prefer to deal with alocal sales representative or would you rather deal with the manufacturer

directly?

Do you purchase products at trade shows? If so, which ones?

Do you belong to trade associations? |f so, which ones?

Do you travel abroad to make purchases? If so, where do you typically travel ?
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15. Do you purchase items over the internet?

Yes Could you provide me with the addresses of some suppliers of non-competitive products
that we might review.

No Please state why you prefer not to purchase items over the internet.

16. Would you be willing to purchase items if samples and specification sheets were sent by mail with follow up
handled by e-mail, or must you meet the supplier and/or her representative in person?

17. Arethere any other requirements that have not been covered in this questionnaire that are of particular
importance to you?

May | contact you to follow up on this questionnaire?

Name and Title of Person who Completed Questionnaire:

Date:
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UNDERSTANDING BUYERS EXPECTATIONS

One of the most common mistakes new exporters make when trying to open new accounts in foreign
markets is to assume that foreign buyers will have similar expectations to those in domestic markets.
Even in countries with smilar standards of living and purchasing behavior, like for instance, Canada and
the United States, retail buyers can behave very differently. It isimportant to understand the expectations
of atypical U.S. retail buyer in order to be successful in opening new accountsin this market. In this
section we will cover typical expectations of a U.S. buyer in the speciaty markets of interest.

The Importance of Sample Products

First, understand that atypical U.S. buyer sees hundreds or even thousands of products from many
different suppliers each year. So to ensure that your product is easily identified by the buyer, it is critical
that it be correctly labelled with afirmly attached detailed description. The label should include the
following information:

» Name, address, phone and fax numbers, e-mail address of your company

Written description that you typically use to identify this product

Style number that will identify this product

Color name and number (if there is one) that will describe this product

Sizesin which it is available if it is an apparel item, fabric width if it is a textile product, or any
other critical szing information

Fabric content and country of origin if it is an apparel or textile product

Pricing in the appropriate currency

Any other important information or history pertaining to this product

VVV VYVVYVY

Y ou may also wish to provide a product specification sheet (sample included in the workbook) that goes
into more detail than you can fit on alabel. Make sure that you keep an identical sample to the one
provided to your prospective customer in order to be able to communicate about this item.

If the customer agrees to purchase the item, ensure that your order confirmation includes the identical
descriptive features detailed on your sample label so that there is no misunderstanding about what item
the buyer is purchasing. If you make changesto the original sample for a particular buyer, it isa good
idea to send a revised sample with a new or dightly modified style number and specification sheet and
have them sign that sheet to acknowledge their receipt and approval. This acknowledgement should be
faxed to you before you begin production.

The items that you manufacture must resemble precisely the sample that you provided to the buyer and
that she agreed to purchase. Any discrepancies that may arise in the production process, even if you
believe them to be minor, should be discussed and approved by the buyer prior to your shipping the
goods.

Keep in mind that a buyer may be purchasing your product several months in advance. Economic
changes or employee changes might create an environment whereby the retailer wishes to cancel an order.
Y ou do not want to give anew buyer or a buyer who is faced with financial pressure from her superiors a
valid reason to cancel your order by shipping a product that is not exactly like the sample you initialy
presented.
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Quality Control I'ssues

U.S. buyers typically have little tolerance for quality problems in shipments from manufacturers and for
good reason. There are usually many potential suppliers for apparel, textiles, and arts and crafts. They
can afford to order from only reliable sources. Buyers aso have limited financia resources so they want
to ensure that those resources are used for products that will sell through to consumers. Sub-standard
products will not likely be accepted by the end consumer so the buyer will likely reject them before they
even put them out onto the sales floor.

One technique to ensure quality control in the manufacturing process is to implement what we refer to as
“front end loading the Q.C. process’. This system ensures that defective products never make it to the
end of the production line because problems are caught at the beginning of the production cycle. Here's
how it works:

» Once aproduct is approved by the buyer, provide the detailed description of the product from the
specification sheet to the contractor or your production supervisor. Add any pertinent
information like detailed fabric specifications, detailed sizing information, and other raw
materials that are required to produce the product. Ensure that whoever is manufacturing the
product knows exactly what it looks like and also has al pertinent information in writing. Keep
copies of al correspondence.

> Request afirst production sample, and when it is received, ensure that it exactly matches the
sample the buyer approved. If there are mistakes or modifications, detail them in writing and
request another production sample. Label al samples appropriately (i.e., Production Sample 1,
Production Sample 2, Final Approved Production Sample). Repeat this process until the
production sampleis perfect. Only then should the manufacturer proceed with the bulk of
production.

» Make sure that whoever is manufacturing the goods knows that you will be inspecting items prior
to their shipment and that you will aso be inspecting the packaging that is used for shipping.

Y our expectations re packaging should be clearly stated along with your other written
specifications. Thiswill be discussed in more detail later in this section.

» Do amid production random inspection if possible and/or afina random production inspection
prior to shipping. Do not ship substandard goods. They will be returned.

Size Specifications

Ensure that you and the buyer have come to an agreement on the size specifications that you will use,
particularly for apparel products. A good standard can be found on the Lands End web site at
www.landsend.com. This seasoned catal ogue retailer provides detailed size specs for ladies’, men’s and
children’s apparel, and footwear for U.S. consumers.

Errorsand Return Policies

U.S. buyers will expect to receive exactly what is reflected on their purchase orders and will not hesitate
to return faulty merchandise or to refuse shipment if packaging or quantities do not conform to purchase
orders. A 100% no-questions-asked guarantee is standard in this market. Mistakes can sometimes be
resolved without a return of merchandise, but a substantial discount will be expected. Given the
problematic nature and the ensuing expense involved in returning goods shipped from Africa, it is best to
ensure that you precisely meet the buyer’ s expectations as reflected in the sample presented and the
purchase order received.
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Packaging, Labelling, Ticketing and Shipping

With large U.S. retailers these factors are sometimes as important to the retailer as the product they are
purchasing. In speciaty markets the requirements may be alittle less stringent, however they should till
be addressed. Specidty retailers may have limited manpower and storage space that might affect how the
goods are received. Some extra requirements that you may encounter are as follows:

Packaging — Some retailers like to have items individualy poly-bagged and the bags |abelled
for easy, clean storage. They may also have insufficient fixtures on which to display your
products so providing point of purchase displays may increase your ability to get your foot in
the door.

Labelling — U.S. customs has detailed content and country of origin labelling requirements
that must be adhered to for all U.S. imports. Thiswill be discussed in more detail later in this
workbook. More and more retailers are trying to distinguish themselves from their
competitors by private labelling the products they sdll in their stores. They may require you
to attach their unique label to the products you are manufacturing.

Ticketing - Often retailers have bar coded point of sale terminals and will want you to ticket
your products with an easy to scan bar coded sales ticket.

Shipping — Retailers may request that cartons used for shipping be of a certain size and
weight and that they be labelled in away that will alow for easy storage when they are
received either at their store or warehouse. They may also require vendors to make shipping
appointments. Y our freight forwarder needs to be aware of any such requirements.
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PRESENTING PRODUCTSAND PRICE LISTSTO BUYERS

While some companies go to great length to provide expensive catal ogues and brochures of products, the
rapidly changing nature of the handicraft and textile industries often makes this process prohibitively
expensive for the small entrepreneur. Independent retail store buyers and museum store buyers are quite
accustomed to recelving less lavish presentations from smaller manufacturers. While the presentation
does not need to be expensively produced, it does need to be well organized and al of the appropriate
information that the buyer needs to make a decision must be included. The Sample Specification Sheet
for an apparel product and the product and company fact sheets on the following pages accomplish those
objectives.

Presenting Pricesto Your Customer

When quoting a price to aU.S. customer it isimportant to be clear on exactly what that price covers.
Following are a variety of costs associated with exporting a product to the United States. Y our quote
should clearly stipulate who is responsible for covering each of the costs associated with the items below.

Specia packaging for overseas shipping

Duties

Freight

Brokerage

Insurance

Financing charges like L.C. costs

Domestic shipping in the United States

Sales taxes (if applicable)

Any other handling or special costs associated with an export shipment
Quota costs (if applicable)

VVVVVVYVYVVYY

Other issues that should be discussed in the quotation are:

» Currency used

» Purchase quantities upon which the price is based
» Payment terms

» Product guarantees and return policies

» The period of time for which the priceisvalid

A detailed price list can be developed to include all of thisinformation, or a written quotation attached to
the specification sheet on company letterhead will aso suffice. Thisis particularly appropriate if you are
only quoting on one or two items, or if you have made modifications to items or developed products
specifically for this customer. Make sure that the written quotation accompanying the specification sheet
cross-references the product’ s style number and any other critical information that can affect pricing.
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Sample Specification Sheet
(on company |etterhead)

ILLUSTRATICN OR
PROTO OF PRORUCT

GCOLORS OR FABRIG
SWIATCHIES

Additional Information:

Product Name:
Style Number:
Product Description: (include details on product
type, deeve characteristics, neck treatment, waist

treatment, pockets, closures and fastenings, and
other important specific information )

Colors Available: (name and number)

Fabric Content:

Sizes Available: (attach a size specification sheet
it you have one)

Packaging:

Avallable to Ship: (provide date)
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Product Fact Sheet

Company contact information Name, Address, Phone number, E-mail, Website
Product name Whole kernel canned corn

Common and scientific name Crisp’'n Sweet variety — Maize

Product ingredients Officid scientific namesif possible

Materials used for manufacturing

Product packaging specifications Sze: Net weight and drained weight

Pack: Units per case
Casedimensions: Metric and American Standard
Case weight: Metric and American Standard

Export packaging How many are shipped ina20’ container, 40’
container, pallet load, hand stacked?

Product features Why would the customer buy your product over
anyoneelse’'s?

Product certifications or unique Is your product certified organic, hand made,

features ecologicaly harvested, indigenously produced,
environmentally friendly, 1SO certified, Kosher, al
natural ?

USAID’s Guyana Economic Opportunities Project

A Company Fact Sheet is a smple one page intraduction to the company. It needs to include the
following information:
Company Fact Sheset

Company Name Officia name and marketing name, if different.

Address Complete address, including country.

Phone Number Internationally accessible phone number.

E-mail Address Be sure to respond to email inquiries, if you include an email
address.

Website

Corporate Bank Information | Include your bank name, contact person, and phone number.
Y our customer will use thisto obtain bank references.

TagLine Simple one line phrase to identify the “image” of your
company.
Corporate Philosophy A simple explanation about what your company stands for. For

example, quality, price, service, and innovation. Choose your
best feature and emphasize it.

Company History If your company has an impressive history, state when it was
established. If your company is relatively new, focus on the
expertise of your founders and employees. For example, “with
more than three decades of experience in the fish industry,
2020DC brings you time tested knowledge of the fish market.”

List of Products Without alist of your products, a customer may have no idea
what you sdll after they leave the trade show booth.

USAID’s Guyana Economic Opportunities Project



COSTING PRODUCTS FOR EXPORT

Cost Sheet Components

While you are preparing your product and pricing presentation, you should also be working out your costs
on the products you intend to export. There are a number of additional costs that must be considered.
These should dl be factored into your cost before you engage in a pricing discussion with your customer.
Buyerstypically dea with surprises related to the cost of the products they purchase poorly. Itis
therefore important to ensure that you have considered al the costs of doing businessin the United States
prior to sending out a quotation. Y ou can be sure that any unexpected costs incurred after you have
issued a written quotation will be borne by you the supplier, not the retail buyer.

The Sample Cost Sheet for apparel products on the following page is provided as an example. It is meant
to be used for internal company purposes only. Y ou will need to modify the cost sheet to meet the
particular needs of your business. Items that would not typically be included on your domestic cost sheet
that must be considered when exporting are as follows:

» Packaging and Labelling — could include costs of specia cartons for exporting, special labelling
to satisfy U.S. Customs, private labelling, individual poly-bagging for secure shipping, etc.

» Oversess Freight — costs of ocean or air shipments

» Financing — cost of opening letters of credit or other specia financing arrangements for exported
goods

» Exchange Rate— current exchange rate between your currency and the U.S. $. It isagood ideato
build in a bit of a buffer for currency fluctuations.

» Duty — the import tax imposed on shipments processed through U.S. Customs (if applicable)

» Freight Forwarding and Brokerage — the costs paid to your freight forwarders and brokers for
clearing the shipment through U.S. Customs

» U.S Inland Freight — the cost to ship goods within the United States after they have cleared
customs

» Quota— cost of purchasing quota or meeting other trade regulations required of U.S. importers, if
applicable

23



Date of Quotation

Style Description

Style Number

Sizes

Color Description and Number
Raw Materials:

Fabric Description

Fabric Supplier
Date of quotation from fabric supplier

Fabric Cost

Trim Description

Trim Supplier

Date of quotation from trim supplier
Trim Cost

Manufacturing Details

Labor Supplier

Labor Cost

Packaging or Labelling Details
Packaging Cost

Labelling Cost

Exporting Costs:

Quota or other trade related cost
Overseas Freight

Financing

Cost in Local Currency
Exchange Rate

Adjusted costin U.S. $

Duty

Brokerage

U.S. Domestic Freight

Landed Cost before Markup/Sales Costs
Markup %

Markup $ (per unit)

Sales Commissions/Other Sales Costs

Adjusted Markup $ (per unit)

Selling Price

Reference No.

No. Metres Unit Cost SubTotal Waste Total
No. of Units Unit Cost Subtotal Waste Total
No. of Units Unit Cost Subtotal Total
Total Cost Estimated Purchase Quantity Unit Cost
Total Cost Estimated Purchase Quantity | Unit Cost
currency Cost
Rate Used Cost
Percentage Unit Cost Total
UsS. $
Percentage Unit Cost Total




SHIPPING PRODUCTSTO THE UNITED STATES

Packaging for Over seas Shipments

Shipping products to foreign destinations can be costly, time consuming, and risky. It isimportant to
familiarize yourself with al of the procedures involved, but even more important to hire competent
experts to properly advise and assist you in this process. This starts with correctly packaging your
products to withstand the multitude of handlers, carriers and inspectors who may be physically moving or
even opening your packages. Keep in mind that getting your goods to the customer may require some or

all of the following:

Transfer to an ocean container or airplane

A long trip on aship
Removal of a container a a port of entry
Inspection by a customs official

VVVVVVVYVY

A pick up at your warehouse by a domestic freight company’s truck
A delivery to afreight consolidation warehouse
A shipment from that warehouse to an ocean vessal consolidator or air transport company

A waiting period prior to shipment on an airplane or ocean vessel

Transfer to atruck for shipment to another consolidation warehouse
Movement to another truck bound for your customer

Even if goods are being shipped by air, it is easy to see why packaging your products in secure, strong,
weather -resistant cartons and/or containers are critical to their safe ddlivery.

Documentation and Trade Regulations

The apparel and textile industries are amongst the most regulated in the world of international trade.
Whileit is not practical in this short workshop to provide detailed training on this complex topic, the
following web sites may provide useful information for this and other industries.

Web Site Address

Brief Description

WWW.CuUstoms.ustreas.gov

U.S. Customs web site

http://www.cbp.gov/xp/cgov/import/textiles and g
uotas/archived/

The section of the U.S. Customs web site that deals
with import quotas by country

http://www.cbp.gov/xp/cgov/toolbox/legal/informe
d compliance pubs/

The section of the U.S. Customs web site that dedls
with compliance information

www.ftc.gov/ The Federd Trade Commission web site
www.ftc.gov/bep/conline/pubs/products/cln- The section of the FTC web site that contains the
card.pdf Clothing Care Symbol Guide

www.ftc.gov/og/statutes/textileljump.htm

The section of the FTC web site that provides
general information on care labelling requirements

WwWw.apparel news.com

An on-line directory that contains information on
customs, brokers, freight forwarders, shippers and
other industry related information

www.apparelsearch.com

See description on page 10

25



http://www.cbp.gov/xp/cgov/import/textiles_and_q
http://www.cbp.gov/xp/cgov/toolbox/legal/informe

Finding Reliable Freight Forwardersand Customs Brokers

Given the complex nature of arranging for the shipment and customs clearing of export shipments, it is
critical to employ the services of an experienced and reliable freight forwarder/customs broker. Itis
especialy important to find one who has familiarity with both the commaodities that you are shipping and
the country to which you are exporting products. Y our local trade or business association is a good place
to look for reliable companies. Or you might try contacting another company in a business ssmilar but not
competitive to yours that exports products to the market in which you are interested, in order to get a
referral. A web site that provides a directory of freight forwarding firmsis
http://forwarders.com/home/international .html.

| nsurance

Freight and marine insurance may or may not be covered in atypical business insurance policy. Before
you ship goods overseas, ensure that you have adequate coverage in the event of adisaster. Y ou should
ensure that your shipment is covered for on-land freight, storage in warehouses that may be temporarily
storing your goods in transit, and ocean freight. Usually your freight forwarder can arrange for complete
coverage at reasonabl e rates.

Scheduling and Lead Times

There are avariety of potential problems that may arise in any export shipment. For thisreason it is
critical to build in extralead time in the delivery of your order wherever possible. 'Y ou may need to alow
extratime for some or dl of the following for atypical marine shipment:

Order processing and credit checking or negotiation of letters of credit
Manufacturing of products

Preparation of shipment for export

Ontland freight to ocean port

Waiting period before ship sails

Sailing to port of entry

Customs inspection and clearance

Shipment of goods to end customer

VVVVVVVY

A rule of thumb that is sometimes used in the apparel industry is 90 to 120 days from date of order. This
may or may not apply to your product or company.

A checklist is provided on the following page to help you take care of al the details involved in exporting
your products.
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Ask Yourself These Questions Befor e Shipping Your Product

Yes No

1. | Isthe Letter of Credit irrevocable?

2. | Arethe amounts and currency of the LC as agreed upon?

3. | Canthe bank issuing the LC be relied upon?

If not ask for confirmation of the LC.

4. | If afluctuation in price or volume is alowed for, is it shown in the LC?

5. | Do the quoted numbers and figures match?

6. | Ismy company name and address correct? (If you create all of your documents
to match the LC, then there is no need for an amendment.)

7. | Arethe payment terms the same as the draft terms agreed upon?

8. | Isnegotiation of the documents open to my bank or restricted to another bank?

9. | Isthe description of the product correct?

10. | Arethe correct shipping terms written? (FOB, CFR, ...)

11. | Arethe ports marked correctly?

12. | If partid shipment is not alowed, will | be able to ship al the merchandise at the
sametime? (Always request partial shipments allowed, it saves headaches for
short shipments).

13. | If transshipment is not allowed, does the vessdl call directly between the port of
export and the port of import? (Always request transshipment allowed as it
allows flexibility in the case of strikes, storms, etc. and in most cases does not
harm the importer).

14. | Can | meet the schedule for shipment and presentation of documents?

15. | Will | be able to produce certificates and can those certificates appear on the
documents named on the Letter of Credit?

16. | Isthe correct transport document requested? (Ocean Bill of Lading, Air Wayhill,
etc.)

17. | Will I be able to provide correct insurance documents covering required risks?

18. | If an Inspection Certificate is required, will 1 be able to provide the document
signed by the named inspector or inspection agency, within the correct
timeframe?

19. | If the document must be legalized by an Embassy or Consulate, does the L etter

of Credit alow enough time to get this done?

Adapted from USAID’ s Guyana Economic Opportunities Project
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GETTING PAID BY FOREIGN BUYERS

Thereisredly no point going to all of thistime and trouble if you are not going to get paid by your
customer. Establishing payment terms with U.S. customers can be problematic. Here are someideas on
how to approach this important issue.

Lettersof Credit and Other Secure Methods of Payment

Typicaly U.S. buyersin small retail companies are not familiar with letters of credit or other complicated
financid instruments, however, they may be willing to guarantee payment with corporate credit cards. 1If
a buyer is purchasing a sizable quantity of products from aforeign company, she may be more amenable
to opening aletter of credit. The key to using this method of payment successfully is to ensure you have
excellent guidance from your bank, lending ingtitution or freight forwarder/broker when you fill it out.
Minor discrepancies in documentation can have serious consequences. Ensure that the documentation
that you receive from your financial institution is accurately and completely filled out prior to shipment.

There are also avariety of factoring companiesin the United States that will purchase accounts
receivables from manufacturers at adiscount. They will then assume the responsibility of collecting those
receivables. This diminates the risk of non-payment for the supplier of the goods and services. Thisisa
good solution where profit margins allow for the factor’s fee.

Checking Bank and Trade References

Regardless of whether or not you have guaranteed payment through L.C.s or other methods, it is a good
practice to conduct a credit check on foreign customers. Reguesting names and contacts for at least three
trade suppliers and the customer’ s bank is standard practice in the United States and could provide you
with the information you need to determine whether your customer is trustworthy. Requests for credit
information should be faxed to references, and you should allow at least 3-5 business days processing
time. Banks may charge afee for this service.
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Creating an Effective Business Plan

This paper will aide you in creating a business plan whether you need it for start- up or growth
phase, a search for capital, or any other endeavor your business undertakes.

Thanks to the SBA and the American Express Business Network for providing inputs to the
following suggested business plan. Various business plan formats have been used in developing
aplan that can best suit your needs. The chosen plan has seven key elements listed below. For
each and every element you will find a description, instructions for creation, for many, tips for
avoiding common pitfalls. To make sure you are you create the best possible plan for your
business you can put the methodology into practice and share it with othersin afirst attempt, and
making changes to reflect enhancements. The suggested key elements for the business plan are:

Introductory Elements
Business Description

The Market

Development & Production
Saes & Marketing

M anagement
Financias

|. Introductory Elements

The introductory elements of your business plan 1) your cover page, 2) executive summary, and
3) table of contents - determine what kind of first impression you make on readers. In many
cases, the introductory elements, especialy the executive summary, will determine whether
readers read the rest of your plan at al. Moreover, your table of contents indicates how well you
have organized the entire plan. For this reason, all of your introductory elements must be
excellent and eye-catching both in presentation and substance.

A beautifully crafted plan that is unprofessionally put together will send a strong message to
readers about your professionalism and your standards. Y our cover page must have all pertinent
information, your executive summary must convince readers that your entire business plan is
worth looking at, and your table of contents must make it easy for readers to navigate through
your plan. Read about each specific element to learn more:

Cover Page

How complicated can a cover page of a business plan be? Well, you might be surprised at how
many business owners leave crucial information off of cover pages. Lenders report that they
frequently have to call directory assistance to locate an entrepreneur who forgot to include a
phone number and other contact information on their business plan.

The purpose of a cover pageisto tell the reader what he or she is about to read and also provides
detailed contact information. Y our cover pageis also away to get your business plan noticed.
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Lenders see dozens, if not more, business plans a week and something as ssimple as printing the
cover page on quality stock paper, may catch their eye.

Y our cover page should say the words "Business Plan," and should include your:

business name
name of contact
address
telephone number
fax number
E-mail address
company logo

The date should also appear on your cover page
Executive Summary

The executive summary is what most readers will go to first. If it is not good, it may be the last
thing they read about your company. Lendersin particular read executive summaries before
looking at the rest of a plan to determine whether or not they want to learn more about a
business. Other readers will also go first to your executive summary to get a snapshot of your
business and to gauge your professionalism and the viability of your business.

While your executive summary is the first part of your plan, write it last. Asyou create the other
sections of your plan, designate sentences or sections for inclusion in your summary. Y ou may
not use these sections verbatim, but this exercise will remind you to include the essence of these
sections in your summary. Y our executive summary should be between one and three pages and
should include your business concept, financia features, financia requirements, current state of
your business, when it was formed, principal owners and key personnel, and major
achievements.

Tips

= Create your executive summary after you have written the other sections of your plan so that
you may cull afew sentences from important sections for inclusion in your executive summary

= Polish your executive summary. Have severa people read it - both those who know your
business and those who do not - to check for clarity and presentation

» Be sure to include business concept, financial feaures, financial requirements, current state of
your business, when it was formed, principal owners and key personnel, and major achievements

» Useindustry association statistics, market research from other sources, and other documenting
information to back up statements you make in your executive summary

= Keep your executive summary short and make it interesting. Thisis your chance to entice
readers to read your entire plan



Table of Contents

Y our table of contents provides readers with a quick and easy way to find particular sections of
the plan. All pages of your business plan should be numbered and the table of contents should
include page numbers. After you assemble your plan and number your pages, go back to the
table of contents and insert page numbers. Be sure to list headings for major sections as well as
for important subsections.

I. Business Description

Whether you're looking for money or simply creating an internal document, you must be able to
present a clear portrait of what your company does. Y our business description is your corporate
vision, and includes: who you are, what you will offer, what market needs you will address, and
why your business idea is viable.

Too many business owners make the mistake of operating without avision; this may hamper
their business' ability to grow and prosper. A business owner without avision will have difficulty
describing his or her business and will provide along, rambling description, afew stock phrases,
or a collection of incomprehensible jargon when asked for one. A concise, easy-to-understand
description of your company will not only help your business plan, but will benefit you in any
number of other day-to-day situations - from networking to making cold calls to approaching a
newspaper for an interview. A typical business description section includes:

An overview of your industry

A discussion of your company
Descriptions of your products/services
Y our positioning

Y our pricing strateqy

Thelndustry

Begin your business description with a brief overview of the industry you will be competing in.
Ultimately, you want to demonstrate that you are in a stable/growing industry that has an
excellent long-term outlook. Y ou're also setting the stage for your company description by
showing where you fit in the marketplace.

Discuss both the present situation in the industry, as well as future possibilities. Y ou should also
provide information about the various market segments within the industry, with a particular
focus on their potential impact on your business. Be sure to include any new products or other
developments that will benefit or possibly hurt your business. Are there new markets and/or
customers for your company/companies such as yours? What about national trends or economic
trends and factors that will impact your venture?
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Tips

= Feel free to be dramatic. You can describe your industry like you're telling a story. Grab the
reader's attention with strong, exciting language that will get them interested in your industry and
your business.

= Answering "why" makes any description stronger. Saying "the market will grow at 25%
annually" may sound impressive. But what caused that rate of growth? Adding "...because a
growing number of people, internationally, are becoming more interested in African handicrafts”
makes it stand out.

= Thisisnot adiscussion of your competition. That information will come later in the
competitive analysis portion. Instead, you are providing an overview of the industry where you
and other companies will compete.

= Many business plans make the mistake of basing their market observations on assumptions and
supposition. Instead, you will want to research your industry and back up your observations with
facts. Be sure to note all sources.

= Trade associations are excellent sources of information about trends in your industry. To find

the trade association for your industry, consult local Ministry of Trade or the local Chamber of
Commerce.

» You may aso want to check internet sources related to your industry.

= Don't be afraid to include negative information about your industry. Discussing the possible
roadblocks (hopefully not insurmountable) your company might face shows you have arealistic
view of the market.

= If you cite information from specific newspaper or magazine articles or research reports, you
might want to include a copy in your business plan appendix.

Your Company

The discussion of your company should begin with your mission statement - a one or two
sentence description of the purpose of your business and to whom your product or serviceis
targeted. Not being clear in your mission statement indicates that you are not clear about the
purpose of your company. The mission statement should be short and explain 1) who you are,
2) what you do, 3) why you do it, and 4) what is you ultimate aim.

Describe Your Company

Once you have your mission statement, you can then discuss the more "technical” aspects of
your company. Remember that you're telling your company's story, so even though there are
specific areas you will need to cover, you will want to keep it lively and interesting. Some areas
you should include are:



» What type of businessisit? Could include a short introduction to products made.

» When was the company founded? What is the story behind the founding of the company?
= What isyour business' legal structure? Sole proprietorship? Cooperative? Partnership?

» Who are the company's principals and what pertinent experience do they bring?

» What market needs will you meet? Who will you sell to? How will your product(s) or
service(s) be sold?

Tips

= Small business owners often get stuck using existing labels which don't accurately describe
their companies. Ask yourself what business are you really in? What true benefits do you
provide? For example, if you create corporate newsletters, are you just a "newsletter publisher”
or do you "help large companies communicate important information to their clients and
prospects.”

= If you're an established company, give a brief history and cite prior sales and profit figures. If
you've had losses or other setbacks, explain why, and discuss what is being done to correct them.
Has company ownership changed hands? Be sure to talk about why it was sold.

» When discussing the company's principals, you don't need to run a complete resume - save that
level of background for later in the plan. But don't be too brief, either. Don't just say "Ajax
Financial Servicesis being founded by Jean Smith." Instead, it's stronger to write something like,
"Founder and President Jean Smith, former Chief Financial Officer of Acme Industries, brings
25 years of experiencein financia servicesto Ajax Financial Services."

Your Productsor Services

Describe each of your products or services with a particular focus on how it will be used. Go into
as much detail as necessary for the reader to get areal flavor for what you are selling. What are
the applications and the end uses? Underscore the specific features or variations that your
products have.

Stress Your USP

Be sure to emphasize your USP —* Unique Selling Proposition”. Your USP is the proprietary
information that sets your product or service apart from your competition. If you are using your
business plan to solicit funds, this is what your reader will want to see. If it is an internal
document, your USP will be critical to your sales and marketing strategies. Without a USP, your
product or service will appear drab and there will be no compelling reason for people to buy it.

What would some USPs be? For afood product, it could be a proprietary recipe (like Kentucky
Fried Chicken's secret recipe) or a special way the food is served (like Boston Market's hand-
carved turkey). BOTZAMNAM weaver’s USP is that they provide authentic southern African



designs made with the finest woal. Virgin Records USP would be its broad selection of all types
of music and its knowledgeable floor staff.

Tips

= Focus on your success factors. In other words, think about how you are going to make profit.
Why will your products or services be successful in the marketplace? There are any number of
reasons you can use - it's a well-organized business, we use state-of-the-art equipment, our
location is exceptional, the market is ready for our product, it's agreat product at afair price, etc.

= If you are selling a product, you may want to include full specifications. If available, include a
quality photograph aswell.

= One of your challenges will be to keep the "unique” in your USP. If there is a chance your
competition will begin offering products or services that also have your unique features, then you
should aso discuss how you plan to remain ahead of the pack.

= Be specific in describing your competitive edge. Don't just say something like "we intend to
provide better service." Explain how you will do so, and why that sets you apart from your
competitors.

Your Productsor Services

Describe each of your products or with a particular focus on how it will be used (is it decorative
or functional). Go into as much detail as necessary for the reader to get ared flavor for what you
are selling. What are the applications and the end uses? Underscore the specific features or
variations that your products have.

Pricing

Discuss what you will charge for your product or service and how you derived the price. For
example, aluxury handicraft exporting business sets prices not only to cover costs and make a
profit but also to include cost associated with the luxury and handmade aspects of the items. A
printing shop with a good location charges dlightly more than its competition because it has a
convenient location and it has determined that the market will bear the higher price.

Once you have briefly explained your pricing and rationale, discuss where this pricing strategy
places you in the spectrum of the other providers of this product or service. Next, explain how
your price will: get the product or service accepted, maintain and hopefully increase your market
share in the face of competition, and produce profits.

Tips
= Investors are used to seeing (and rejecting) business plans in which an entrepreneur says

the product or service they want to create will be higher in quality and lower in price than
those of their competitors. This makes a bad impression because it's usually unredistic. If



you redlly do have a higher quality product, it will appear that you may plan to underprice it,
and consequently undersell it.

= Coststend to be underestimated. If you start out with low costs and low prices, you leave
yourself with little room to maneuver, and price hikes will be difficult to implement.

» If you charge more than competitive existing products, you will need to justify the higher
price on the basis of newness, quality, warranty, and/or service.

= If apricewill belower than that of an existing, competing, product or service, explain
how you will maintain profitability. This may happen through more efficient manufacturing
and distribution, lower labor costs, lower overhead, or lower material costs.

= Discuss how higher prices may reduce volume, but result in high gross profit.

= Many of the sections that follow - from manufacturing to marketing to the amount of
money you need - will be based on price estimates you create here.

[11. The Market

This section is designed to provide enough facts to convince an investor, potential partner or
other reader that your business has enough customers in a growing industry, and can garner sales
despite the competition. It is one of the most important parts of the plan, taking into account
current market size and trends, and may require extensive research.

Customers

It is important to be thorough and specific when creating a description of the target customer for
your product or service. This description defines the characteristics of the people you want to sell
to and should indicate, among other things, whether your customers are cost or quality
conscious, under what circumstances they buy, and what types of concerns they have. If you
have an existing business, list your current customers and the trend in your sales to them.

To create a customer definition, describe your target customers in terms of common identifiable
characteristics. For example, a catering company could target up market customers in the metro
L usaka area who need to hire caterers for their official or personal functions. A carpet weaving
business can sell directly to hotels and tourist outlets.

Tips

= Narrow the field by briefly describing customers you don't want to reach. High-end general
contracting services would not have people who buy on low price as customers.

= A common mistake is to describe customers in general terms, such as al "people who want to
buy abicycle," or "anyone who needs a resume created." Avoid this stumbling block.



» Be sure to include details of what geographic region you plan to sell to. Is your market
national, regional, international, or local?

Market Size/Trends

This section defines the total market size as well as the dice of the market your business will
target. Use numbers as well as trend information to make a case for a viable current market and
its growth potential.

After you define the total market, create a description of your target market by using geography,
company size, business organization, lifestyle, sex, age, occupation, and other characteristics to
describe the companies or consumers likely to buy your product or service.

Tips

= When discussing any market size, be sure to talk about factors affecting market growth -
industry trends, socioeconomic trends, government policy, population shifts, etc. Show how
these trends will have a positive or negative impact on your specific business.

» Remember to cite al sources for your data. This will prove that you've done your homework,
and will assure the reader of your plan that your information comes from areliable source

Competition

The competition section indicates where your products or services fit in the competitive
environment. Presenting your business in the landscape of its competitors proves that you
understand your industry and may be prepared to cope with some of the barriers to your
company's SUCCeSS.

Present a short discussion of each of your primary competitors. If possible, include their annual
sales and their market share. Each assessment should include why these companies do or do not
meet thelr customers needs. Y ou should then explain why you think you can capture a share of
their business.

Strengths and weaknesses can fall into a number of different categories. Sales, quality,
distribution, price, production capabilities, image, and breadth of products/services are al ways
companies differentiate themselves. Ask yourself: Who is the price leader? Who is the quality
leader? Who has the largest market share? Why have certain companies recently entered or
withdrawn from the market? These factors are critical to a successful competitive analysis.

Tips

= Never say "we have no competition.” Lenders won't believe you. Even if your product or
service is truly innovative, you need to look at what else your customers could buy instead

= Many business plansfail to give arealistic view of their true competitive universe by defining
the competitive field too narrowly. Think as broadly as possible when devising alist of



competitors by characterizing competitors as any business customers may patronize for similar
products or services

=10 determine your competitors' strengths and weaknesses, evaluate why customers buy from
them. Isit price? Vaue? Service? Convenience? Reputation? Very often, it's "perceived”
strengths rather than "actual" strengths that you will be evaluating.

Estimated Sales

Estimated sales for your business are based on your assessment of: the advantages of your
product or service, your customers, the size of your market, and your competition. This should
include sales in units and figures for the next three years, with the first year broken down by
quarter if that's appropriate for your industry. These numbers will be crucia to other financial
documents you present later in the plan.

Use aone-paragraph summary to justify your projections. Be sure to use a succinct statement of
what sets apart your product or service from other companies in the marketplace. Include a brief
discussion of any customer commitments. Also state why you envision your customer base
growing, and indicate how you will garner this business.

Tips

= |If you derive your average sale per customer from trade association information, research,
or interviews with business ownersin similar endeavors, cite those sources in this section to
provide credibility to the numbers on which you base your sales projections.

= Do not make exaggerated projections. They will ruin your credibility as a reputable
business person. A common mistake is assuming your business will have a few modest years and
then a dramatic increase in sales when "the market takes off."

» Use"best case” "worst case,” and "likely" scenarios to create a spectrum of sales
projections.

V. Production

In this section you will describe the current state of production. Thisis aso where you
familiarize your reader with how your product was created and produced. This section must
include details of development costs, location and labor requirements.

Production Process

An lender will only provide money for a business he or she understands, so walk the reader
through the stages of product production from the inception of the ideato when it can be sold. A
company that helps its customers determine Web strategy, for example, would describe the
process of finding out about client objectives, researching current offerings on the Web, and
presenting a solution. If you were referring to a jewelry making business, your production
process section would describe the design, acquisition of raw materials, molding, and finishing.
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Make or Buy

Part of your production process discussion will be ajustification of the make or buy strategy for
production components. Make or buy strategy focuses on whether you will create all components
necessary for the production of your product or service in-house, or buy a service or a product to
add to yours. A pillow production company, would discuss spikes in production and the cost
savings incurred by subcontracting sewing (buy) rather than keeping the sewing (make) in
house.

Tips

= Be sure to justify your make or buy strategy by explaining why your approach will lead your
business to greater profits.

= Avoid the common mistake of skipping the make or buy section and justification ssimply
because you are starting or running a service business. If you are starting a consulting business,
make a case for why assistants and other support staff will increase profits.

Cost of Production and Development

Present and discuss a design and development budget. This budget should include the cost of the
design of a prototype as well as the expense to take it into production. Be sure to include labor,
materials, consulting fees, and the cost of professionals such as accountants

Tips

» Design and development costs are often underestimated. Contact a trade group to find out
about average industry costs for developing products similar to yours.

= When charting costs, provide a contingency plan for what will happen to costs if problems
such as delays, afailure to meet industry standards, mistakes, etc. occur.

Human Resour ce Requirements

Y our management team is outlined in the management section. This section provides details of
other labor you will need to start up and run your business. Address how many people you
require and what skills they need to possess. Be sure to cover the following issues:

» Isthere sufficient local labor? If not, how will you recruit?
= Islabor trained? If not, how will you train them?
= Cost of labor, current and future.

« Plans for ongoing skills upgrading training.



Expenses and Capital Requirements

You must also create three financial forms that will build a foundation for the Financials section
of your plan: operating expenses, capital requirements, and cost of goods. Generate spreadsheets
for the year in which you establish your business as well as projections for two years after. You
may require the help of an accountant or someone familiar with the cost of doing businessin
your industry and chosen business.

Operating Expenses

By creating a financial form called Operating Expenses, you pull together the expenses incurred
in running your business. Expense categories include: marketing, sales, and overhead. Overhead
includes fixed expenses such as administrative costs and other expenses that remain constant
regardless of how much business your company does. Overhead also includes variable expenses,
such as travel, equipment leases, and supplies.

Capital Requirements

This form details the amount of money you will need to procure the equipment used to start up
and continue operations of your business. Capital Requirements also includes depreciation
details of all purchased equipment. To determine your capital requirements, think about anything
in your business that will require capital. For a diaper delivery service this might be a van,
washing machines and dryers, irons and ironing boards, and supplies. Manufacturing companies
obvioudy require more equipment for production. This equipment can fall into three categories:
testing, assembly, and packaging.

Cost of Goods

For a manufacturing company, the cost of goods is the cost incurred in the manufacturing of the
product. For aretail or wholesale business, the cost of goods (sometimes called the cost of sales)
is the purchase of inventory. To generate a Cost of Goods table, you need to know the total
number of units you will sell for ayear as well as what other inventory you have on hand, and at
what stage of production those units exist. For a manufacturing company, the cost of goods table
will include materials, labor, and overhead related specifically to product manufacturing.

V. Salesand Marketing

This section of your business plan describes both the strategy and tactics you will use to get
customers to buy your products or services. Sales and marketing is the weak link in many
business plans, so take your time with this section. A strong sales and marketing section can
serve as aroadmap for you, or as assurance to potential investors that you have a workable plan
and the resources for promoting and selling your products and services. The three components of
your sales and marketing section include:
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Sales and Marketing Strategy

In previous sections, you've been asked to define your product, positioning, pricing, target
customer, market, and competition. Now you need to wrap up all those assumptionsinto a cogent
sales and marketing strategy. Think of this statement as an action plan for how you will get
customersto buy your products. It will support the tactics you describe later on in this section.

Y our strategy may be only afew sentencesin length, or it can be a couple of paragraphs.
Important elements for a sales and marketing strategy include who you are targeting with your
initial push and what customers you have designated for follow-up phases. Other el ements of a
sales and marketing strategy are:

= How will you find your prospects, and once you find them, how you plan to educate them
about your product.

» What features of your product will you emphasize to get customers to notice?

= Will you focus your efforts locally, regionally, nationally or internationally? Do you plan to
extend your efforts beyord your initial region? Why?

Method of Sales

Describe available distribution channels and how you plan to use them.

Many entrepreneurs fail to give adequate thought to method of sales. How you get the products
to the end user - your method of distribution and sales - is one of the most important elements of
your plan. In this section you demonstrate the ability and knowledge to get your products into the
hands of your target customers.

Will you be selling directly to your customers? Will you be using sales representatives,
distributors, or brokers? Do you plan to have a direct sales force in place?

Y ou must also explain your plan for reaching your distribution channels. Will you be selling
directly to your customers? Will you be using sales representatives, distributors, or brokers? Do
you plan to have a direct salesforce in place?

Tips

= Don't make the mistake of confusing sales with marketing. Sales focuses on how you get your
products into the hands of your customers. Marketing is concerned with how you educate your
potential customers about your product.

» If you're using an outside or indirect sales force - like sales reps or distributors - be sure to
describe the companies that will be carrying your products. What are the benefits of using these
specific firms? What unique talents do they bring to the table?



» Many small businesses assume that a sales effort can be set up with minimal timing, effort and
expense. Thisis not the case. It can take as long as a year for a sales person to become
acquainted with a product and territory. Even if you use sales reps who are intimate with a
territory and market, expect there to be ramp-up time.

= Don't assume a distribution network will give your products or services equal salestime. You
may need to create an incentive structure that will encourage your network to push your
products/services.

Advertising and Promotion

Y our advertising and promotion campaign is how you communicate information about your
product or service. This section should include a description of all advertising vehicles you plan
to use - newspapers, magazines, Y ellow Pages, etc. - aswell as your public relations program,
sales/promotional materials (such as brochures and product sheets), package design, trade show
efforts, etc

Tips

= Make sure that your advertising and promotion tactics support your sales tactics. For example,
if you use sales reps, you will probably need to discuss with them what kinds of promotional
materials you will supply.

= Think about using examples or samples to support your discussion of promotional tactics. If
you have a copy of an ad you've run, or photographs, include them in your business plan. Y ou
can place these samples in a separate "Exhibits" section at the end of the plan.

« If trade shows will be an integral part of your marketing strategy, be sure to include a trade
show schedule outlining at which expos you'll be exhibiting. And don't forget to explain why
you've chosen those shows.

« If advertising or promotion is a critical expense, you should include an exhibit showing how
and when these costs will be incurred.

VI. Management

A good management team can take even a mediocre idea and make it succeed. In fact, strong
entrepreneuria teams have been known to move from business idea to business idea, repeatedly
creating and running thriving companies. Conversely, weak management often cannot build a
strong business out of even the best idea. For this reason, the management section of your
business plan must demonstrate that the team you have assembled, or will assemble, is a winner.
Each member of management must of course be talented and have experience relevant to your
business, but it is also important that the people on your team have complementary skills.
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Management Description

Use this section to describe company management including the responsibilities and expertise of
each person. Many lenders and venture capitalists base their investment decisions on the strength
of the company's principals. Demonstrating that your management team possesses, or will
possess, an array of complementary skills will help convince investors that your business has a
bright future.

Tips

» Be sure to have mgjor categories of business management covered such roles as marketing,
sales (including customer relations and service), production and quality assurance, research, and
administration. Y ou do not have to have personnel devoted to each of these areas, but you should
have people who will be able to assume these responsibilities as needed.

» Emphasize people who have aready committed to working with your business.

= For important positions left unfilled at the time your business plan is assembled, describe
necessary skills and job experience.

= If you are young and do not have work experience, or have experience unrelated to the
business you are undertaking, develop a strong description of your skills.

Owner ship

A short section on who owns and controls your company will help readers derive a better
understanding of who will be making decisions. Potential lenders, many of whom will require a
significant stake in the company in exchange for funds, will also be interested in what portion of
the company's equity is available

Board of Directors¥Board of Advisors

A strong board of directors or board of advisorsis an asset to abusiness. It can add credibility to
your management team and increase your likelihood of success. In this section, outline who is on
your board, listing their names, employment, training, education, and expertise. Highlight each
board member's experiences and how they will help your business thrive.

Many small business owners use the skills of board members to provide expertise and assistance
they currently cannot afford to hire. If thisis the case in your business, use this section of your
business plan to play up the fact that your company has acquired this expertise by having a
board. If the board members have industry connections, good reputations, or potential to raise
capital for your business, be sure to include these facts.

Tips
= Use your board of directors/advisors descriptions as an opportunity to demonstrate your good

business judgment by making it clear how each member will positively impact the company.
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» Create aboard that complements existing management. If, for example, you own a small
company but don't have any marketing experience, for example, search for board members who
can provide that help.

» Avoid the common mistake of creating a board of directors made up of friends. Make alist of
your needs first and then slot friends and colleagues in as appropriate, not the other way around.

= If you have not formed a board of directors or advisors yet, use this section to discuss the kind
of talent and experience you plan to assemble for your board.

Support Services

Strong support services - including associations, accountants, advertising agencies, aswell as
industry-specific services NGOs- help indicate others faith in your business as well as your
ability to attract talent to your business. Having support services in place also indicates to readers
of your plan that you have thought through all of the support you will need for the business to
thrive. In your description of each support service, describe what strengths the company or
individual possesses, as well as what experience or contacts they bring to your company.

VIl. Financials

Financials are used to document, justify, and convince. This is the section in which you make
your case in words and back up what you say with financial statements and forms that document
the viability of your business and its soundness as an investment. It's a'so where you indicate that
you have evaluated the risks associated with your venture

Even if your plan will be used only as a road map for your business development, you still
should create a cash flow statement and an income statement so you have figures by which you
can gauge your company's performance.

Risks

No business is without risks. Your ability to identify and discuss them demonstrates your skills
as a manager and increases your credibility with potential investors. You will show that you've
taken the initiative to confront these issues and are capable of handling them. The oppositeis
also true. Should a potential investor discover any unstated negative factors, it will undermine
the credibility of your plan and endanger your chances of gaining financing or other support.

Tips
« Evaluate your risks honestly. Put yourself in a"what if" situation. What if my competition
meets my Unique Selling Proposition...what sets my product apart? What if |1 can't find the right

employees?

= Instead of putting your risks in a separate section, you can incorporate them into the various
parts of your plan. For instance, you could discuss possible long lead times for subcontracted



parts in the "manufacturing process" section of the plan, or the impact of alower than anticipated
response rate to adirect mail campaign in the "sales tactics' section.

= In many industries, small companies innovate and large companies copy and take the credit.
Thisis aways arisk you need to consider. Think of ways you can stay ahead of your
competition and retain your Unique Selling Proposition.

= Consider some commonly made small business mistakes as potential risks. Some of the major
ones include: paying employees too much; hiring friends rather than the most qualified
candidates to fill positions; underestimating costs; underestimating the sales cycle; overlooking
competition; trying to be al thingsto al customers.

Cash Flow Statement

A cash flow statement shows readers of your business plan how much money you will need,
when you will need it, and where the money will come from. In general terms, the cash flow
statement looks at cash and sources of revenue minus expenses and capital requirements to
derive a net cash flow figure. A cash flow statement provides a glimpse of how much money a
business has at any given time and when it is likely to need more cash. Anayze the results of the
cash flow statement briefly and include this analysis in your business plan.

Tips

= Aswith al financial documents, have your cash flow statement prepared or at least reviewed
by areputable accountant.

= Avoid an unredligtically quick ramp-up of sales. Most companies experience a gradual increase
in sales, even on a nonthly basis. A sudden unexplained spike will stand-out and not look like an
honest appraisal of your business.

= Include effects of seasorality and business cyclesin all projections. For example, if you arein
the gift business, you would need to show the Christmas buying season or the Wedding season.
If you're a consultant, you might experience higher sales late in the year when companies are
trying to use up their annual funds, or at the beginning of the year after budgets are approved.

= Do not fal in to the common trap of underestimating cash flow needs. This can lead to
undercapitalization, which means your funds will prove inadequate for meeting your obligations.

= Do not include "projections’ that include dates and events already in the past. Old projections
are more tolerable if your projections were right than wrong.

= Avoid large income or expense categories that are lumped together without backup information
about the components.

Balance Sheet

Unlike other financial statements a balance sheet is created only once a year to calculate the net
worth of abusiness. If your business plan is for a start-up business, you will need to include a



persona balance sheet summarizing your personal assets and liabilities. If your business exists
aready, include past years balance sheets up to the balance sheet from your last reporting
period. Analyze the results of the balance sheet briefly and include this analysisin your business
plan.

Tips

= Aswith al financial documents, have your balance sheet prepared or at least reviewed by a
reputable accountant.

= Do not include "projections’ that include dates and events already in the past. Old projections
are more tolerable if your projections were right than wrong.

= Avoid large income or expense categories that are lumped together without backup information
about the components.

| ncome Statement

The income statement is where you make a case for your business potential to generate cash.
This document is where you record revenue, expenses, capital, and cost of goods. The outcome
of the combination of these elements demonstrates how much money your business made or will
make, or lost or will lose, during the year. An income statement and a cash flow statement differ
in that an income statement does not include details of when revenue was collected or expenses
paid.

An income statement for a business plan should be broken out by month the first year. The
second year can be broken down quarterly, and annually for each year after. Analyze the results
of the income statement briefly and include this analysis in your business plan. If your business
already exists, include income statements for previous years.

Tips

» Aswith al financial documents, have your income statement prepared or at least reviewed by a
reputable accountant.

= Avoid insufficiently documented assumptions about your company's growth. In other words, if
you say you expect your firm to grow by 30% in the first year and 50% in the second, you need
to document why those numbers are attainable. It can be because similar companies have had
this growth path; because the industry is growing at this rate (site the source for this data); or
because of projections from a specific market researcher, industry association, or other source.

» Include effects of seasonality and business cyclesin al projections. For example, if you arein
the gift business, you would need to show the Christmas buying season or the Wedding season.
If you're a consultant, you might experience higher sales late in the year when companies are
trying to use up their annual funds, or at the beginning of the year after budgets are approved.



= Do not include "projections’ that include dates and events already in the past. Old projections
are more tolerable if your projections were more right than wrong.

= Avoid large income or expense categories that are lumped together without backup information
about the components.

Funding Request and Return

If the business plan is being used to solicit funding, state the amount of funding and the type
(debt or equity) of investment you seek. It isimportant here to provide a breakdown of how the
money will be applied. Discuss what effect the capital will have on the business potential to
grow and profit, when the money is needed, and what investment has already been made in the
company.

Lenders will also want to know what they will receive in return for their capital. Be as clear as
you can in this section both about the potential upside and the potential downside of investing in
your business. A common mistake in a business plan is to be unclear in this section, which turns
potential investors away

Tips

= Include the following elements as appropriate: minimum amount to participate; how this
capital and future investment will dilute current and subsequent ownership; payback period and
return on investment; why the investment is sound; collateral being offered; current investors;
access to additional funding sources; what percent, if any, an investor could recoup via tax
benefits, liquidation or other means if the business goes under.

= Include future financing needs. In other words, don't just look at what you need today, but give
an idea of what financing you will need in the future to take your company to the next step
toward success.

= Be sure to document how investors will make money and what return they will get. This can't
be stressed enough. If you're asking for money, you can't just say something like "you'll make
lots of money from this." Y ou need to show how much money they should expect to make from
their investment.

= Avoid unrealistic company valuation.

= Don't be penny-wise and pound-foolish by asking for less money than you think you will need,
because you think it will help you get the money. It may be better to ask for more than to have to
go back to your financia resources when you've run out of cash.



Cover Page Worksheet

This worksheet will prompt you to assemble all of the information you will need to include on your

business plan cover page in one place to insure nothing is left out.

The words “Business Plan”

Your name

Your title

Business name

Your logo

Address

Telephone #

Fax #

Email address

Date
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Executive Summary Worksheet

Thisworksheet will prompt you for the information that should be included in your executive summary. Pull the
information asked for below from the other sections of your plan and keep each answer to three sentences or less.
Business concept — the product, the market it will serve, and its competitive advantage.

Financial features— information from financial statements and forms that document the viability of your business
and its soundness as an investment.

Financial requirements— will you make equity available in return for an investment, what other sources of
collateral does your business have.

Current state of the business. Is your business an S corp, a C corp, a partnership or some other form of business.
When was it formed?

Owners, principals and key personnel.

Major achievements including patents, prototypes, contracts, and market research indicating that the businessis
viable.




FAQ
Do | need a business plan if I'm not seeking financing?

For your small business to succeed, you need to know where you're going and how you'll get
there. Creating a business plan forces you to set goals, determine the resources you will need to
carry out your plan, and foresee problems that might otherwise broadside you.

If your business plan is not being used to solicit funding you can create an informal plan that
serves primarily as a planning tool and a device that will keep you on track. An informal plan
can also be used to show to potential business associates and partners.

Y ou can choose from the array of business plan formats to create a business plan that suits your
needs. For example, while management biographies are very important to venture capitalists,
they are not critical to an informal plan. But, be sure to make your business plan comprehensive
enough that it will serve one of its most important functions, helping you to think through the
development of your business ahead of time. The minimum any business plan, even an informal
one, should include is: business description, target market, competition, positioning, customers,
sales distribution and marketing, and a cash flow statement.

How do investorsread a business plan, and what do they look for?

Don't expect every person you will send your business plan to read it thoroughly. In fact, you
really can only count on them to skim it. Investors know what they're looking for in a plan - they
want to see a business that will grow rapidly and someday return a handsome profit.

Y our executive summary will likely be the first thing read. Make it stand out by highlighting the
unique nature of your product or service, the strength of your management team, and why your
business will make money. If the executive summary grabs their interest, many potential
investors will move to the rest of the plan. But they probably won't read it in order. Some
investors go straight to the description of the management team - they want to see if anyone
involved with the company has had experience with successful start- ups, and has relevant
experience in this industry. Others may go to the financials section to see when and how you
plan to attain long-term profitability.

How long should my business plan be?

30-50 pages should suffice. Anything longer than that and you risk aienating a potential
investor, or you force them to skim through the document rather than read it. Y ou won't be
impressing anyone by creating a 200-page document - what's contained in the plan is much more
important than how long it is. The more concise and readable you business plan is, the more
focused your business will appear. If you feel the need to include supplemental information,
attach it as an annex to the main body of the plan.
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Focus on those details that tell your business story, that set you apart from your competition, that
make your business appear to be a good financial investment, and that show you will be
profitable.

In terms of style, make sure your plan looks professional, but not flashy. There's no need to
spend lots of time creating glitzy graphics and charts - just make sure that the ones you use tell
your story and are easy to read and interpret. Y ou also don't need to use multiple fonts - one or
two standard business- like fonts like Times or Aria will do the trick.

Should | hire someone to write my business plan for me?

It is essentid that your business plan reflect your personality and your goals. As the small
business owner, you need to decide what your business short and long-term goals are, and you
need to make the planning decisions. Y ou cannot leave these decisions up to a surrogate, whether
it's a business plan consultant, your lawyer or your accountant.

Moreover, creating your business plan is an extremely useful exercise for you to go through
because it forces you to think about many issues small business owners would rather avoid - your
industry, position in the market, competition, development and manufacturing capabilities,
pricing, risks you may face, and ultimately your profitability. Taking the time to do this yourself
will help you focus.

That's not to say hiring a business plan writer is abad idea. But if you do, make sure you are
heavily involved in the process. The writer should spend time interviewing you to get your input
and be familiar with your goals and personality. Y ou need to be able to provide documentation
for any statement you make in the plan and the finished document must reflect your goals - so
don't be afraid to request extensive editing and rewrites if necessary.

If you are not confident in your writing abilities, you might want to hire a business plan writer to
rewrite your plan after you've developed afirst draft.

Finally, have someone review your plan for grammar and typos before you send it out to
investors. Ask a colleague, friend, or spouse to read your plan.



Breakeven Point and Breakeven Analysis

The “Breakeven Point” is an important tool used to calculate the point of pricing and production
that will result in neither profit nor loss to the business. Though, obvioudly, we will want to
insure that the business' pricing and production are such that profit will be made!

In VERY simpleterms: if your total operating cost for your business was 1000/month, and you
sold handloom wall hangings for 100/each, then you would need to produce 10 wall hangings to
cover your cost, reaching the “breakeven point”.

In real life, thing are not so smple. To begin with we need to know 4 things to calculate
accurate breakeven points and analysis for profit, these are:

Y our Fixed Cost/month

Y our Variable Costs/unit
Selling Price per unit produced
Expected salessmonth

AwWNPE

Fixed Cost: Isan amount that remains the same regardless of sales amounts. These are things
like rent, insurance, equipment expenses, salaries for permanent staff, etc.

Variable cost: The costs of goods sold to include; raw materials, shipping charges, sales
commissions, delivery charges, temporary workers, etc. The variable costs increase directly in
proportion to the level of sales.

With this information in hand we can now determine the breakeven point and analyze the profit.
The handloom wall hanging business, on closer inspection, determinesthe following:
Selling price = 100/unit

Variable cost = 40/unit

Fixed cost = 3000/month

Expected sales = 60/month

1. To determine the breakeven point we calculate as follows:

Sling price (100) less the variable cost (40) = the contribution per unit (60)

Divide fixed cost (3000) by contribution per unit (60) = units needed to sell to break even (50)
100 — 40 = 60/ 3000 = 50

So in this scenario the business would need to make 50 wall hangings, selling for 100 each, in
order to break even.
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2. To determine “ profit” we would use the same information as above with the following
calculation:

Contribution (60) times expected sales (60) less fixed cost 3000 equals = profit (600)
60 x 60 — 3000 = 600
These tools are important for any business, providing management with information invaluable

in making decisions related to production and pricing. One must always be certain, though, that
the related costs and projections are very accurate.
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GLOSSARIES

Cash Flow Statement Glossary

Cash sales
Receivables
Other income

Total income

Material
(merchandise)

Direct labor

Overhead

Marketing/sales

R&D

General and
Administrative

Taxes
Capital
L oan payments

Total expenses

Cash flow

Cumulative cash
flow

Income from sales paid for by cash
Income from the collection of receivables

Income from investments and the liquidation of
assets

Cash plus cash sales plus receivables plus other
income

The raw materia used to manufacture a product
or the cash outlay for merchandise, or the
supplies used in the performance of a service
The cost of labor required to manufacture a
product or deliver aservice

Fixed and variable expenses required for the
production of the product and operation of the
service

Salaries, commissions, and other direct costs
associated with the marketing and sales
departments

Labor required to support Research and
Development

Labor required to support genera
administrative functions

Taxes, with the exception of payroll taxes
Capital needed to obtain equipment

Total of payments required to reduce long-term
debts

The sum of material, direct labor, overhead
expenses, marketing, sales, G& A, taxes,
capital, and loan payments

Difference between total income and total
expenses

Difference between current cash flow and cash
flow from previous period



Balance Sheet Glossary

Cash

Accounts
receivable

I nventory
Current assets

Long-term or
fixed assets

Capital and plant

| nvestment

Cash on hand in all checking, savings, and short-term investment accounts
when books were closed at the end of the fiscal year

Income derived from all products or services for which you bill. Calculate
this number based on what is logged into the books at the close of the fiscal
year

Take this from the cost of goods table. It isinventory of materia used to
manufacture your company's products

Includes cash, accounts receivable, inventory and other assets

Long terms assets are so called because they will last more than one year as
opposed to short-term assets that are spent or used up in manufacturing

Book value or equipment and property, less depreciation

Investments of the company that cannot be converted into cash in less than
one year

Long-term assets Capital and plant plus investments and any other assets

Total assets
Liabilities

Sum of total assets and total long-term assets
Liabilities are also categorized as current or long-term

Accounts payable All expenses that are due and payable

Accrued
liabilities
Taxes

Total current
liabilities
Long-term
liabilities
Bonds payable
Mortgage
payable
Notes payable

Total long-term
liabilities

Total liabilities
Owners equity

Expenses incurred that have not been paid when books are closed

Due and payable when books are closed
Accounts payable plus accrued liabilities plus taxes

Liahilities that are not due in the next 12 months

Bonds at end of year that are due over a period exceeding one year
The mortgage amount due when books close

Amount owed on long-term debt that will not be paid during current fiscal
year
Bonds payable plus mortgage payable plus notes payable

Total current plus long-term liabilities
Total assets minus total liabilities



Income Statement Glossary

Income Income generated by the business

Cost of goods What it costs the business to sell its inventory or service
Gross profit margin -~ Revenue minus cost of goods

Operating expenses  Overhead and labor expenses necessary to run the business

Total expenses Sum of overhead and labor expenses

Net profit Gross profit minus total expenses

Depreciation The amount by which the value of a company asset has fallen in agiven
time period

Net profit before Net profit minus depreciation

inter est

I nterest All interest on debts

Net profit before taxes Net profit minus interest

Profit after taxes Profit minus interest. Thisis also referred to as the bottom line.



Helpful Websites

The following websites are excellent resources for anyone interested in business plans. They provide free
explanations and tools to aide anyonein preparing quality business plans:

http://www.unzco.com/basi cquide/c2.html

http://home3.americanexpress.com/smallbusiness/tools/biz_plan/index.asp

http://www.bplans.com

http://small bizl ending.com/resources/workshop/main.asp



http://www.unzco.com/basicguide/c2.html
http://home3.americanexpress.com/smallbusiness/tools/biz_plan/index.asp
http://www.bplans.com
http://smallbizlending.com/resources/workshop/main.asp

INCOME
Cash sales
Receivables
Other income
Total income

EXPENSES
Material

Direct labor
Overhead
Marketing and sales
R&D

General &
Administrative
Taxes

Capital

Loan payments
Total expenses

CASHFLOW
Ending Balance Inc-
Exp

Cumulative cash
flow

January

February

SAMPLE CASH FLOW STATEMENT

March

April

May

June

July

August

September

October

November

December
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Year
Two
INCOME
Cash sales
Receivables

Other income
Total income

EXPENSES
Material

Direct labor
Overhead
Marketing and sales
R&D

General & Administrative
Taxes

Capital

Loan payments
Total expenses

CASHFLOW
Ending Balance Inc-Exp
Cumulative cash flow

1ST
QTR

2ND
QTR

3RD
QTR

4TH
QTR

Year
Three

Year
Four

Year
Five



INCOME

Cash sales
Receivables

Other income (loan)
Total income

EXPENSES
Material

Direct labor
Overhead
Marketing and sales
R&D

General &
Administrative
Taxes

Loan payments
Total expenses

CASHFLOW

Ending Balance Inc-
Exp

Amount carried over
Cumulative cash flow

6000
2200
10000
18200

6000
4000

700
1000

500
250

12450

5750

5750

~NOoO ok WNPRP

SAMPLE CASH FLOW STATEMENT

January February

5000
2000

0
7000

150
4000
750
1100

350
250

6600

400
5750
6150

March

5000
2200

0
7200

300
4000
750
1100
250

350
250

7000

200
6150
6350

April

5000
2500

0
7500

250
4200
800
1200

400
250

7100

400
6350
6750

May

6000
2500

0
8500

6000
5000

800
1200

400
250

13650

-5150
6750
1600

June

7000
3000
0
10000

200
5000
800
1200
150

500
250

8100

1900
1600
3500

July

7500
3000
0
10500

300
5000
750
1250

500
250
765
8815

1685
3500
5185

. This producer manufactures handicrafts for export markets.
. A loan of 10,000 was secured in January (based on new orders) with a six month grace period.
. Major materials are purchased "in bulk" every 4 or 5 months.
. Marketing activities consist of promotional materials and expenses related to sales/shipping.
. R&D cost relate to use of a design consultant and is infrequent
. Taxes are set at 250 per month
. Loan repayments begin in the 7th month.

August

8000
3200

11200

250
5250
750
1300

600
250
765
9165

2035
5185
7220

September

8000
3000
0
11000

300
5250
800
1250
250

650
250
765
9515

1485
7220
8705

October

9000
2500
0
11500

7000
5500

850
1300

700
250
765
16365

-4865
8705
3840

November

9000
3000
0
12000

300
5500
850
1200

750
250
765
9615

2385
3840
6225

December
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9000
3000
0
12000

250
5500
850
1200
200

750
250
765
9765

2235
6225
8460



BALANCE SHEET

Year One

Year Two | Year Three

Year Four

Year Five

Assets

Current Assets

Cash

Accounts receivable

Inventory

Total current assets

Long-Term Assets

Capital/plant

Investment

Miscellaneous assets

Total long-term assets

Total Assets

Liabilities

Current Liabilities

Accounts payable

Accrued liabilities

Taxes

Total current liabilities

Long-Term liabilities

Bonds payable

Mortgage payable

Notes payable

Total long-term liabilities

Total Liabilities

Owner's Equity or Liability




Income

Sales
Cost of
goods/sales

Gross income
Expenses
Marketing
Sales

Administrative
R&D

Other operating
exp

Other revenues
Depreciation
Profit

Taxes

Net Profit

INCOME STATEMENT

Year 1

Year 2

Year 3

Year 4

Year 5
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DEVELOP AN EXPORT MARKETING STRATEGY

% DefineYour Export Business

The scope of your concept should be large enough to attract enough target buyers to thrive, and smple
enough to manage effectively with the available resources. There must be a large enough market to
realize an adequate return on investment. Be Creative! Ensure your business concept is truly unique and

Sets you apart from your competitors.

My firm’s export businessis:

It is not:
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% Profile Your Target Consumers

Fill in what you know or suspect to be your target consumer.

Characteristic

Description

% of Target Market

Age

Infants

Toddlers and Children Under 12

12- 17

18-34

35-54

55+

Language

English

Spanish

Other

Geographica Region

North Eastern U.S.

South Eastern U.S.

North Central U.S.

South Central U.S.

North Western U.S.

South Western U.S.

Urban vs. Other

Live in Metropolitan Areas

Live in Non- Metropolitan Areas

Family Income

Under $20,000

$20,000 - $49,999

$50,000 -$100,000

$100,000+

Sex

Mde

Femde

Characteristic

Description

% of Target Market

Education Levels

Elementary

High School

College/Post Secondary

Family Status

Single

Married with No Children

Married with Children




% Profile Your Target Customers

Type of Account

Examples

% of Target Market

Independent Speciaty Stores

Specialty Retall Chains

Department Stores

Specidty Catalogue Companies

Internet Companies

Other Specidty Retailers




«» Compare Your Company to Your Key Competitors

Characteristic

Your Company

Competitor #1 -

Competitor #2 -

Size of Company

Product Assortment

Unique Product
Features

Pricing

Quality of Products

Customer Service

Ddlivery Lead Times

Packaging

Promotiona Features

Other —




« Determine what Company Resources are Available for Exporting

Net Profit for Year Ending , 2003 $

Portion of that available for Export Program $

Estimated Additional Costs for Annua Export Program:
Development of Sales Materids $
Travel

Long Distance Phone

Internet Communications
Administrative Staff

Sdles Commissions
Education/Training

Specia Labelling or Packaging
Consulting/Advisory Fees
Mail/Courier

Bank Charges

Other

& B BB B PP B P B P

Total Additional Costs $

Additional Resources Required to Finance Export Program $

Source of those Funds

Additiond Costs of this Financing $

s Delegate Exporting Responsibilitiesto Your Staff

Job Responsibility M anagement Employee Staff Employee

Market research — identifying target
consumers, customers and competitors

Developing sales materias, brochures,
catalogues, promotional materials, price
lists

Costing products for exporting purposes

Managing sales agentsin foreign
markets, attending trade shows, other
oversees marketing activities

Establishing and managing internet
communications systems, web sites etc.

Preparing shipping documentation for
exporting purposes

Financing and reporting on exports for
bank purposes




Examining credit for export customers,
issuing letters of credit
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ABOUT THE AUTHORS

Susan B. Hester, Ph.D.

Dr. Hester is an economist specializing in international trade at Dewey Ballantine LLP in Washington,
DC. She has over 20 years of experience in the research and analysis of international trade issues and
foreign commercial policies for private sector clients and the U.S. government. Her technical expertise
includes market access, textile and apparel trade, quantitative and statistical analysis, and trade litigation.
Her jointly published papersinclude: Semiconductorsin China, The Limits of the GATT: Private
Practicesin Restraint of Trade, The Uruguay Round: Will It Be a Good Deal for U.S. Manufacturing?
From 1984 to 1990 Dr. Hester was a professor at Cornell University in Ithaca, New York. She taught
courses in textile and apparel management, marketing, and international trade to undergraduate and
graduate students. Dr. Hester lectured in China at the invitation of the Chinese government. Her research
on the domestic and global textile industries has been published in the International Trade Journal,
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her collaboration on this project. Juie founded a promotional merchandise company in Canadain 1989
and exported to the U.S. market for 10 years before selling her company in 1999. Julie resides in Toronto,
Canada and can be reached at jemcd@interlog.com.

Tim Canedo

Tim Canedo, a Private Sector Business Development Specidlist, prepared the section on business
planning. A business development specialist with more than 20 years experience implementing enterprise
development programs in Africa, Asia, Eastern Europe, and the Caribbean using a subsector approach, he
has trained a multitude of institutions, small businesses, and trade associations in business devel opment
and organizational management. As the technical advisor to the Small Enterprise Education and
Promotion (SEEP) network, he developed and tested tools and techniques to be used in the measurement
of performance of business development services (BDS) programs. Mr. Canedo hes conducted field work
in more than eight countries in southern Africa including numerous assignments in Gaborone, Botswana.
He can be reached at tcanedo@chemonics-rapid.com.
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Marketing Handicrafts
in the United States.




Workshop Overview

What are some promising specialty
markets in the United States?

What skills do you need to export to these
markets?

What can you learn from the experience of
others?

Is your company ready to compete
successfully in the international arena?

What are your options for getting started?




Why Explore Specialty Markets?

* Specialty buyers are
> More accessible
> Less rigid in their buying requirements

> More entrepreneurial in their purchasing
behavior

Workbook Page 1



What Are Some Promising
Specialty I\/Iarkets’?

] NATIONAL
Museums @fAIFRJI@MI AR

* Art galleries

* Z0OS

* Independent
retailers

Workbook Page 1



The Possibilities Are
Almost Limitless

* There are thousands of art galleries,
Zz00s, and retail specialty stores

« The American Association of Museums
has 3000 institutional members

e The Museum Store Association has
1900 institutional members

Workbook Page 1
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FEEDBACK

CARE &
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Mission
& History

Exhibitions

Calendar Learning Museum
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T-shirt and Tote Bag with African
Design

The bold black and beige design featured on
the 100% cotton t-shirt and canvas tote bag

* was adapted from a raffta skirt panel

(cotntnonly known as a Euba cloth) made by
the Bushong people i the Democratic
Eepublic of the Congo, formerly Zaire (The
Textle Museum 24.1, Acqured by George
Hewett Myers in 19323,

T-shitt - please specify size; =, M, L, XL
#32012 F18.00

(£16.20 Mem )

Tote bag - measures apprommately: H-14"
W-15"z D-4 172" #32022 $25.00
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R egister now!
.and enjoy the

=i | Clothing Special Values

@ Home : Special Yalues : Clothing % Accessores: 007
Red Mende Textile Scarf

[enter a keywaord or

catalogue item number) Was §d5.00

MOW $19.99 [($17.9% for museurn mermbers)

Our Museum Stores

Thiz simply stated, vet bold ablong scarf is
Catalogue kems

Gift Idea=s
hat's News

adapted frorm a 1930's blanket woven by an

attizan from the Mende peoples of Sierra Leone,

in the collection of the Mational Museurn of

African Art, The bright colors and geornetric

Special Yalusas deszign of this Smithzonian Institution exclusive

‘World Fawvorites are representative of West African textiles, Hand
screen printed in the US on 100% zilk twill, Red

zcarf shown above, Dry clean,

Jevvsalry

Far the Home

For the Table

Books, COs, & Videos
Toys for All Ages

Mational Museum of African Art brssocs

Email This Item
to a Friend () Add To Bag

Clothing & Accessories
Sculpture
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Explore the History

Mende Textiles

In the West African country of Sierra Leone, the Mende are the largest cultural group,
numbering more than 1.5 million people. The handmade cotton textiles for which this
agricultural people feature elaborate geometric designs are sewn together from
narrow strips of loomed cloth,

&s elsewhere on the African continent (with Madagascar and North Africa as notable
exceptions), men do the weaving in the Mende tribe, working the loom with bobbins
held between the toes, Women play a supplemental role, spinning thread or dying
fabric, Gara, for instance, is a type of tie-dying both men and women practice.,

The notion of separate tasks for the sexes is a well-established tradition among the
Mende. Initiation at puberty into the Sande (for women) aor Poro (for men) provides
acknowledgerment of the place an individual holds within Mende society, From that
point on, history, tradition, and skills are blended into an ongoing series of rituals that
are both practical and spiritual.

Sometimes, the spiritual gives rise to the practical, Most of the captives who sailed
from West Africa to New Haven on the dmistad were young Mende, and histarians
speculate that their recent initiation into their traditional educational societies gave
the captives a heightened sense of unity and resolve from which to draw in mounting
a successful revolt,
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Targeting & Understanding
Your Market

 Consumer
* Customer/Channel of Distribution
« Competition
« Company

Workbook Page 3



Consumer

Defining & Understanding
Your Target Consumer
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Defining & Understanding

Your Target Consumer
« Statistical consumer profile
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« Statistical consumer profile
* Image perception
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* Purchasing patterns
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Defining & Understanding

Your Target Consumer

« Statistical consumer profile
* Image perception

* Purchasing patterns

« Current attitudes & opinions
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Consumer

Defining & Understanding

Your Target Consumer

« Statistical consumer profile

* Image perception

* Purchasing patterns

« Current attitudes & opinions

* Changes in values & standards
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Consumer

Defining & Understanding

Your Target Consumer

« Statistical consumer profile
* Image perception

* Purchasing patterns

« Current attitudes & opinions | )
« Changes in values & standards )@
- Target consumer’s lifestyle
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Consumer

Defining & Understanding

Your Target Consumer

« Statistical consumer profile

* Image perception

* Purchasing patterns

* Current attitudes & opinions

* Changes in values & standards
« Target consumer's lifestyle

» Geographical markets
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Customer/Channel of Distribution

Understanding How Retall
Customers Buy & Sell

* Customer profile & share of market
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Customer/Channel of Distribution

Understanding How Retall
Customers Buy & Sell

« Customer profile & share of market

* Image perception

* Purchasing patterns

* Current customer attitudes & opinions

* Changes in values & economic realities
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Customer/Channel of Distribution

Understanding How Retall
Customers Buy & Sell

« Customer profile & share of market

* Image perception

* Purchasing patterns

* Current customer attitudes & opinions

« Changes in values & economic realities
» Geographical markets '
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Customer/Channel of Distribution

Understanding How Retall
Customers Buy & Sell

« Customer profile & share of market

* Image perception

* Purchasing patterns

* Current customer attitudes & opinions

* Changes in values & economic realities
« Geographical markets

* Innovations In retailing

Workbook Page 4
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Competition

Assess & Out-Perform

Your Competition
* Who are your key competitors?
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Competition

Assess & Out-Perform

Your Competition

* Who are your key competitors?
* What are their strengths & weaknesses?
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Competition

Assess & Out-Perform

Your Competition

* Who are your key competitors?
* What are their strengths & weaknesses?

* How big is the market & what share do
your key competitors have?
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Competition

Assess & Out-Perform

Your Competition

* Who are your key competitors?
* What are their strengths & weaknesses?

* How big is the market & what share do
your key competitors have?

* What are your competitors’ strategies &
how are they positioning themselves in
the market?

Workbook Page 5



Company Information

Is Your Company
Positioned to Export?




Company Information

Is Your Company

Positioned to Export?
* |s your company profitable?
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Company Information

Is Your Company

Positioned to Export?

* |s your company profitable?

« Can you cover the cost to expand into an
international market?
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Company Information

Is Your Company

Positioned to Export?

* |Is your company profitable?

« Can you cover the cost to expand into an
international market?

* Do you have good organizational
systems? ~
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Company Information

Is Your Company

Positioned to Export?

* |Is your company profitable?

« Can you cover the cost to expand into an
international market?

* Do you have good organizational
systems?

* Do you have an adequate line of credit?

Workbook Page 6



Company Information

Is Your Company

Positioned to Export?

* |Is there a strong, patient leader in your
company?
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Company Information

Is Your Company

Positioned to Export?

* |s there a strong, patient leader in your
company?

» Can your staff do the job well without
stressing management?
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Company Information

Is Your Company

Positioned to Export?

* |Is there a strong, patient leader in your
company?

» Can your staff do the job well without
stressing management?

« Can you keep up with modern
management techniques and changes in
the U.S. market?

Workbook Page 6
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Understanding How Specialty
Buyers Purchase




Understanding How Specialty

Buyers Purchase

* Characteristics of museum, art gallery &
souvenir retailers
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Understanding How Specialty

Buyers Purchase

» Characteristics of museum, art gallery &
souvenir retailers

» Characteristics of independent retailer

» Arts & crafts category
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Understanding How Specialty

Buyers Purchase

» Characteristics of museum, art gallery &
souvenir retailers

» Characteristics of independent retailer

> Arts & crafts category
» Apparel category
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Museum, Art Gallery
and Zoo Retallers
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Museum, Art Gallery
and Zoo Retallers

« Stores may be managed by volunteers
* Purchases often made by committee
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and Zoo Retallers

« Stores may be managed by volunteers
* Purchases often made by committee

* Buyers may have other responsibilities
* Buyers may have product specialties

» Clients concentrated in metro areas
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Museum, Art Gallery
and Zoo Retallers

« Stores may be managed by volunteers
* Purchases often made by committee

* Buyers may have other responsibilities
* Buyers may have product specialties

» Clients concentrated in metro areas

 Curiosity about foreign cultures &
products

Workbook Page 7



Bfrican At Home
{General Infarmation
}What's Hew
Eshibitions

Mazks On Line
fEu:qu:atiu:unaI Programs
fF'uI:uIic Frograms
;-tcummunit_l,l Fartnerzhipz
{Membership

MTravel Frogramsz
Publications
Muszeum Store
[Party/Event Space
Museum Links
'Qi\fl:nlunteers

ricanart.arg

MuseumforAfricanfrt

3601 43rd Avenue, 3rd Floor Long Island City. Queens, HNY 11101 718 784 7700
Contact s Getting Here
Copyright 2003 huseum for African drt

Revized 16 February 2004



THE MUSEUM STORE

The Museum Store features crafts from Africa m a wide
range of media: cloth, metal, wood, ceramie, straw,
leather, gourd, and even plastic. We emphasize the
continued vitality and creativity of African design and
how well it suits our taste and our style of hfe.

Most of the items on display have been made in Africa
and many of them have been commussioned especially
for the Museum Store. Along with new ecrafts of the
highest standards of quality and workmanship we
present some examples of older styles. Where possible,
we provide information about where, how and by whom
objects have been made. We are pleased that we are
helping to preserve traditional techmques, encouraging
craftsmen to create new forms and bringing money mto
villages. In Africa, there is no distinction between “art
and craft”-- both are useful, both add to the pleasure of
hfe.

All merchandise sold will help to support the educational
goals and the exhibitions of the Museum.
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Independent Retalilers
of Arts and Crafts

* Typically located in major urban centers
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Independent Retalilers
of Arts and Crafts

» Typically located in major urban centers
» Often travel to purchase unique items

* Seek unusual items for affluent clients

* Usually operated by owner

* May purchase on consignment for
expensive items
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Independent Retalilers
of Arts and Crafts

* Typically located in major urban centers
» Often travel to purchase unique items

* Seek unusual items for affluent clients

» Usually operated by owner

* May purchase on consignment for
expensive items

» Often knowledgeable about importing

Workbook Page 9



Independent Retalilers

of Apparel




Independent Retalilers
of Apparel

* Typically located in major urban centers
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Independent Retalilers
of Apparel

» Typically located in major urban centers
* Purchase both abroad & domestically
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of Apparel

» Typically located in major urban centers
* Purchase both abroad & domestically
* Very fashion conscious
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Independent Retalilers
of Apparel

* Typically located in major urban centers
* Purchase both abroad & domestically

* Very fashion conscious

* Buy seasonally at domestic trade shows
 May pose a credit risk
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Independent Retalilers
of Apparel

» Typically located in major urban centers
* Purchase both abroad & domestically

* Very fashion conscious

* Buy seasonally at domestic trade shows
 May pose a credit risk

* May be unfamiliar with importing
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Independent Retalilers
of Apparel

* Typically located in major urban centers
* Purchase both abroad & domestically

* Very fashion conscious

* Buy seasonally at domestic trade shows
 May pose a credit risk

* May be unfamiliar with importing

* May begin with small order quantities

Workbook Page 9
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» women's clothes b men's clothes kb fashion accs. kfor the house ksculpture Fjewelry

African Art Masks and African Clothing

Akwaaba from Ghanal

Welcome To
Africana Arts and Crafts|

YWye are your link to the arts and
culture of Africa through our
extensive offerings of African art
and fashions.

YWye specialize in unigue and
comfortable Afnican clathing,
jewelry, masks, sculpture and also crafts for the home.

The Afnicana Arts store 15 located in Somernville, WA
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M AFRICANA

Arts And Crafts

From Ghana, the "Land of Gold",
intelligent artists are gradually changing
designs from the rich silk and cotton to
linen designs.

Designers have modified the unigue
ambroidery to suit the taste of their
clustomers. These designs are uniguely
made to fit each customer, no matter
your body size. These include simple
embroidery for fashion and professional
wear, as well as detailed and complex
embroidery for custom-made purposes.

r click on any thumbnail for more info

In Africa, designing is an act of
expressing your mind and emotion to the
public.

] ——— AFRICANA ARTS AND CRAFTS —
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With a Retall Buyer




Getting an Appointment
With a Retall Buyer

» Researching the store & buyer's
preferences

Workbook Page 11



Research

Research Methods

* Visit the retail store

* Check out the web site

« Conduct a buyer survey

« Study the retailer’s product line

Workbook Page 11



Research

Specific Questions to Answer

* What are the retailer’s price points?
What are usual purchase quantities?
Is the purchasing pattern seasonal?

W
W
W

No Is the target market?
nat packaging/promotion is required?

nat are the typical lead times?

* How will you be paid?

Workbook Page 11



Getting an Appointment
With a Retall Buyer

» Researching the store & buyer’s
preferences

» Making contact with the buyer
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Buyer Contact

How to Make Contact

* Write a letter/email of introduction

* Follow up by phone/email in one week
» Call the buyer’s assistant

* Try again in one month

* Be persistent

 Know when to move on

Workbook Page 11



Getting an Appointment
With a Retall Buyer

» Researching the store & buyer’s
preferences

« Making contact with the buyer |
* Your first meeting or phone call =+
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First Contact

First Impressions Matter

* Anticipate the buyer’'s needs & wants

« Speak knowledgeably about buyer’s
concerns

» Respect the buyer’s time

» Take careful notes on buyer’s
preferences

* Present products of interest first

Workbook Page 12



Getting an Appointment
With a Retall Buyer

» Researching the store & buyer’s
preferences

* Making contact with the buyer
* Your first meeting or phone call

* Workbook tools
» Sample letter to buyer
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Getting an Appointment
With a Retall Buyer

» Researching the store & buyer’s
preferences

* Making contact with the buyer
* Your first meeting or phone call

 \Workbook tools

» Sample letter to buyer
» Sample buyer questionnaire

Workbook Page 14



Understanding Buyers’
Expectations

* Importance of sample products

"."T-:-i | I ANSAN 74 -.VAVAVAV
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Importance of

Sample Products
* Your sample is what buyer selects &
you must deliver

» Use a detailed label or specification
sheet

 Document any changes

* Use opportunity to highlight unique
characteristics or history

Workbook Page 17



Understanding Buyers’
Expectations

* Importance of sample products
« Quality control issues
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Understanding Buyers’
Expectations

* Importance of sample products
 Quality control issues
» Size specifications
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Size Specifications

* There is no standard for U.S. sizing

* You & your buyer must agree on
specifications

Workbook Page 18



Understanding Buyers’
Expectations

* Importance of sample products
 Quality control issues

» Size specifications

* Errors & return policies
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Errors & Return Policies

* 100% “"no-questions-asked” guarantee
Is standard

* Buyers will return goods not In
conformance with purchase orders

* Mistakes may be resolved but with a
substantial discount

Workbook Page 18



There May Be
Special Requirements
» Packaging & display of your products
 Informational & private labels

* Bar code tickets
» Size & labeling of shipping cartons

Workbook Page 19



resenting Products & Price
Lists to Specialty Buyers

Home & Garden

Add to Bag »
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Presenting Products

» Elaborate & expensive presentation is
not necessary

* Well organized & complete presentation
IS essential

* \Workbook tool
» Sample specification sheet

Workbook Page 20



Presenting Prices

* Your quote should include all
associated costs

* Responsibility should be designated for
each cost

» Use a detailed price list or written
guotation

Workbook Page 20



Quotation Should Include

« Currency used

* Purchase quantities
 Payment terms

* Product guarantees

* Return policies

* Quotation expiration date

Workbook Page 20
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Costing Products For Export

* Cost sheet components
» Calculate usual domestic costs

> Add special export-related
costs

* \Workbook tool
» Sample cost sheet

Workbook Page 23



Getting Paid
By Foreign Buyers

- !
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o |etters of credit & other secure methods
of payment

* Checking bank & trade references

Workbook Page 28



Business Planning

* Why do a business plan?

* What is the importance of business
planning?

 What are the benefits of business
planning?

 Who should read/use the business
plan?

Workbook Page 29



Business Planning

Elements of the written business plan:
* Introductory elements

* Business description

* Market development and production
» Sales and marketing
 Management

* Financials

Workbook Page 29



Business Planning

Introductory Elements
« Cover page

* Executive summary
* Table of contents

Workbook Page 29



Business Planning

Business Description

* Overview of the industry

* A discussion of your company
* Description of your products

* Your positioning

* Your pricing strategy

Workbook Page 31



Business Planning

he Market

* Knowledge of market

* Market size/market share

* Market trends

» Potential for greater market share

Workbook Page 35



Business Planning

Production

* The production process
 Raw materials

» Labor/skill requirements
» Location

* Developmental efforts

Workbook Page 38



Business Planning

Sales and Marketing

* Promoting your products
« Targeting your market

« Marketing strategy

Workbook Page 40



Business Planning

Management

* \Who manages?
 Management structure
 Management capacities
» Clear responsibilities

Workbook Page 42



Business Planning

Financials
 Overview
 Cash flow statement

* Breakeven point/analysis

Workbook Page 44



Business Planning

Revising and updating the business plan
* Why revise and/or update
* WWhen to revise or update

* The business plan as a dynamic
management tool



AGOA Conference Lessons
for Handicraft Producers:

Characteristics of Successful
Exporters



Their Products Were

Beautiful

Contemporary

Useful

Consistently high quality
Described in a story
Delivered on time



Successful Exporters Had

Sufficient production capability
Good customer service
Knowledge of trends
Adequate financing

Products priced consistent with market
and quality



Product Choices

African design using African materials

African design using non-African
materials

African materials using U.S. design
U.S. design using non-African materials



Choice Determines

Customer type

Quality standards

Price points

Level of production required
Necessary marketing expertise
Autonomy of African business



Distribution Options

» Sell to larger African company exporting
to the U.S.

» Sell to importer or use sales agent
« Sell directly to retailer
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African Products At Your Finaer Tip

192 |

SignonAfrica.com

' Views Inquiry Cart - 4 suppliers were collected by you.

'”q“'re 2 , or Select individual iterns L& . — et b et

Buyer Services

Name:E._ L JACKSON WHOLESALE DISTRIBUTORS
Location:BRISTOL, Chad
View Products: Dalls for Collection

Name:R._ L JACKSON WHOLESALE DISTRIBUTORS
Location:BRISTOL, Chad
View Products: Daolls for Collection

Name:Kalahar Craft
Location:hMaun Botswana

View Products: Dolls for Collection

Cont: :r’c Us
I mwtlurral
Apout Us

Name:Kalahar Craft
Location:haun Botswana
View Products: Dalls for Collection




A SignonAfrica - Kalahari Craft - Microsoft Internet Explorer
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$ignOn Africa g, com Kalahari Craft

COMPANY PROFILE  SHOWROOM  ADD TO CART

We are the largest San or Bushmen crafts marketing organisation in southern Africa,
We alzo market the unigue indigenous San artworks and the typical Botswana
baskets from the Dkavango region,

Arts and Crafts of Paper Beadwark & Leather

Dialls for Caollection Dalls for Caollection
Embroidery Arts Embroidery Arts

African Carvings (Original and
Reproduction)

Faintings and Scrolls

2002
5
Choose Mot - Disclose

Choose Mot - Disclose
:wea.t.ern EEI:IIITSWEH.'IEII o
F/Bag 266, Maun, Botswana
Mr.F&ﬁhert hMan, Ba

267 - 5800240

00267 6800235
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Bidmix.com
@Bidmix.co
Trusted Source For Global Trade
| Join Today | Past Offers | My Account | Trade Alert | Forums
Welcome Trade Leads Resources Forums Companies
Today's Offers Search | || Froducts vl [ =earch ] i Trade Tool ::
Product Offers: ae Ay
. St
E}:g]nSefurmshedsted]CDM»‘?x Agriculture 71 Featured Company

[Zell] Bulgatian ceramic pots

[Zell] Stainless Steel Woven
Wire Mes

[Sell] Dfter Shoes: dress shoes
et

[Zell] Gold Dust Buyers/Brokers
Wante

[Sell] Golden Eyes Technalogy
Co., Lt

[Zell] DYDEREWCDREYY, Firewire
Dirive

See more >>

Company News

LINCOLM, ME - 27 Movernber
2002 -SellZAll, Inc. has
announced that it has acquired
all the assets of Bidmix.cam a
rapidly growing marketplace far
International trade using the

Apparel mse)
Artg & Crafts (358
Business Senices c1066)

Chemicals @am
Computer & Software ;s7o

Construction & Decoration @7s

Consumet Elactronics izas)

Electronics w17y
Energy 143
Ervironment ize)
Excess [nventory e

Food & Beverage s

Furniture & Fixture czrom
Gifts & Crafts 51
Health & Beauty o2

Home Supplies @a1)
Industrial Supplies @o1y

Mineral & hMetals @ed

Office Supplies (119
Dptical ez
FPackaning & Paper ¢1ao

Xiamen Tehua Travel Articles Co.

Welcome to China Camping Centre!

#larmen Tehua Travel Aricles Co., Ltd.,

established in 1996, which ...
x> More<cs

Country: China
Industry: Sports & Entertainment

|Faatured Product
Nail Clipp

YIMFAM Industries, Inc. fwww yinfan. comy),

Let the Trade Leads find youl
Buy/Sell offers offers delivere
to your Inbox _more ==

Business Farum

Discuss business issues wit)
other members. Receive free
advice

» Talk Now!

o

Email: You@Bidmix.ne

Username:

i

Password:

Join Free

forgot pasgsword?

New Companies

Brite Bears

Sitmon
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Bali Stupa
[Indonesia]

We are handicrafts exparter of wooden and ceramics.

Bali Stupa

[Indonesia]
WE ARE BALI STURA COMPANY WHICH SITIATED IN BALIMWYE DEAL ANY KIND OF WOCODEM CARFT AMD ACCESORIES FURMITURE.

Beaton distributors
[South Africa]
A distributor of many South Aftican products

Beautiful Candles
[Norway]

| have a totally new business going on, and are looking for distributors especially in Europe and USA. | but | also want distributors worldwide. My company
Beautiful Candles is the Scandinavian agent... hMore Details

Begin LTD
[China]

religious gifts Judaica,arts and crafts for lover friends family haoliday etc,

Beijing zhaogezhuang cloisonne factory
[China]

Dear sir, Glad to introduce our company as a leading cloisonne enamel manufacturer in China.and we sincerely invite you to visit our web site http:/Aeen. gift-
handicraft.com YWe can supply you al... Moare Details

BELONG INDUSTRIAL CO., LTD.
[China]

WE ARE A FACTORY MAJOR [N PRODUCING POLYRESIN ARTS AND CRAFTS, SUCH AS PHOTO FRAME, PET, FIGURE, KINDS OF ORMAMENTS
FOR CHEISTMAS AND RESURERECTION. AND WELCOME TO OUR WEBSITE - WWW BELONCO, COM

Ben-Expo flies
[Kenya]
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Companies

Welcome Trade Leads Resources Companies

Post Your Profile
View Profiles == Ars & Crafis

Trade Alert

Search | || Products V| | Search | Eeceive offers by email
Learn More!

Company Profile

Company Information
Company Name Ben-Expo flies
Industry Arts & Crafts
Country Kenya

Primary Product  Artificial fishing flies
Years in Business 4-7
Ownership Type Fartnership
Number of Employees =50

Business Description We manufacture artficial fishing flies for sport fishing,and are looking for markets in America, LK
and the rest of the world. If you are interested please contact us on this e mail andress
brndanukoi@yahoo.com

Export Annualy < 100,000
Import Annualy Mot Disclosed

Contact Information
Contact Name Mr Bernard Kamau
Address 4583 Kikuyu
City MNairohi Kenya
State KENYA

Zip 25402

Telephone 072748574
Fax
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Welcome Trade Leads Resources Companies

Post Your Profile

View Profiles ==

Trade Alert

Search | || Products v| [ search ] Fecetve offers by email
Learn More!

Company Profile

Company Information
Company Name KAYA CEAFT
Industry Ars & Crafts
Country Swaziland

Primary Product Sisal Baskets
Years in Business 7-10
Ownership Type Sole Proprietorship
Number of Employees 50-200

Business Description ‘e have a group of Women in rural areas who are making the baskets. We dye the sisal far
them in different caolours. YWe take it to them they make the basket in their own design and mix
colours far themselves. You find that some of the women they have never been to school but
making the basket is excellent.We do Export other craft that are hand made in the kingdam of
swaziland

Export Annualy Mot Disclosed
Import Annualy Mot Disclosed
Contact Information

Contact Name Mrs dorothy ndzabukelwako
Address p.o. box 2759

City mbabane
State SWWAZILAND
Zip =d

Telephone 09265-4162514
Fax 09268-4162514
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Welcome Trade Leads Resources Forums Companies

Post Your Profile
View Profiles =>

Trade Alert
Search | || Products V| [ search J Eeceive offers by email
Learn Morel

Company Profile

Company Information
Company Name
Industry
Country
Primary Product
Years in Business
Cwnership Type
Number of Employees
Business Description

Export Annualy
Import Annualy
Contact Information
Contact Name
Address
City
State
Zip
Telephone

Faw

Lucan Eximpo fLucan Crafts
Arts & Crafts

Kenya

Kenyan Handicrafts

4-7

=ole Proprietorship

=50

We are awell established Export company based in Mairobi kenya. YWe are looking for serious
imparters of Kenyan crafts Please wisit our wesbite for further details at waan lucancrafts. com
Thank you.

100,000-1,000,000
Do Mat Import

hirs Lucille Mbuthia -ltebete
PO BOX 79142

Mairobi |, Kenya

Kenya

00400

254 0733748379

=g gmail nleaza
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africancraft.com

about us v @ i

-~ -
. o
e Our Mission

about The most interesting sites on the Internet tend to have something in common, in our opinion, and that is that they were built by a

site overview multitude of different people and reflect a variety of woices,

shopping

education Cur intention in designing the AfricanCraft.com web site has been to set up just such a site, where anybody with an interest, or

join business, in the arts of Africa can contribute information. The result, we hope, will lead ta a site that reflects the great variety of ideas

mailing list and technigques found in the ants of Africa - both traditional and modern.

contact ) i i i i . i i

viewing tips We wish to provide a venue for all Aftican artisans to showcase their work, Additionally we will showcase product designers whose

cn ik work incorporates Aftican materials or designs; and will provide information on books, artticles and educational materials of interest. In

e pf ghl the great linking tradition of the YWeb, we hope that this site will link together disparate sources of information - from the people who

b work in the traditional crafts and those who are influenced by them,

press
The most exciting prospect for the AfricanCraft. com wehb site, would be for it to act as a giant world-accessible bulletin board! Cur job,
as we view it, is to keep it running and to organize all the information on it so that viewers can easily find what interests them.
We invite submissions fram artisans, product designers, scholars, authors, photographers, merchants, and all who simply have a
passion for Africa's designs.
Most of our services are free to qualified individuals and organizations.
There is also a commercial area of the web site, the "Shops”, where several retailars offer their product catalogs under a unified
ordering mechanism which we maintain.
To find out more about AfricanCraft.com, click on any of the links in the menu on the left. We hope you find the site
interesting and if you have anything to tell us about it, please don't hesitate! we'd love to hear it.

e T B home

4 | |®@ africancraft.com
¥ e
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The Shops vendor | category ) — | i

» view/edit your order %

WELCOME to 3
unigue shopping
experience at

afticancraft. com.

African Creations, LLC
Textile Art of Africa

African Creations offers a wonderful selection of contemporary mudclath designs fram hali,
Mudclath throws, shawls, placemats, pillows and paintings. Many new items added, just in
time for Black History month! enter »

You'll find here a
huge selection of
African arts,
crafts, and gifts
of the highest
quality, All are

imported directly ABA's Shop

gﬁga“ﬂ‘nzlzm Mew in Aba's Shop: a selection of artworks from Ghanaian and Migerian artists and some

desiel 1o spectacular Adire (indigo) cloths from Migeria. Also, a beautiful selection of Bolga baskets, Krobo
; glass beads and Aba's usual eclectic mix of unusual finds from Ghana. enter »

allowe you a

choice of

products hard to

find outgide

Africa, from the
convenience of
your hame.

Shop by vendor Hamill Gallery of African Art

gl lgny ntne e A representative selection from the gallery's outstanding collection of over 10,000 African artifacts.
BHNNE Salies Bl These uniguely beautiful items include textiles, masks, figures, beadwark, a great collection of

s l':'.':'kmg posters and much more. enter »
for a specific

item [&.q,
baskets, or
rasks, or
Kente), select a
category fram
the menu at the

t0tn F aarh Fano |

World Pottery
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| Tribal Textiles

Welcome to Tribal Textiles
duu:: urnquw hand-painted

Tribal Te:

African b

traditiarnal 3

Individually dray

About Us

Collection

Process

Contact Us
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' Tribal Textiles

Home | About Us | Collection | Process | Contact Us

Tribal Collection

i Tribal textiles has a huge range of designs and colour ways. Below you will find sorme of our
Traditional ranges showing a small selection of what we can do. Click onto a range to view a sample
fud
Geometric
COrganic
Kids

Geometric Crganic
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Tribal Textiles

Contact Us

Gillie Lightfoot
Director

Tribal Textiles
PO Box 100
hfe
Fambia

wholesale@africantribalerafts.com

Links

Flatdogs Camp
Afantastic centre for camping
orsafari holidays

v flatdogscamp.com

Your Name

Home | About Us | Collection | Process | Contact Us

|Susan Hester

Your Em_s_!il _

Eh ) ste?@at-:u.llp.cum

Your Enquiry

Where can I buy your
products in the
Washington DC area?

send enguiry ]

L]
"
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EZIBR

Handcrafred ltems Globally Sourced

Art & Artifacts:
Collecting Trends

Home Decor: What's

Hot?

Jewelry er More
Home Decor
Art er Artifacts
Gift Finder
Qutlet

Online Catalog

About Eziba

Qur Story

Mission and Yalues
Ethical Guidelines
Making & Difference
MNews

Job Opportunities
Store Locations

Contact Us
Stories
Help

Horne

Stories

Shopping Bag = Your Account = Order Status | i SEARCH @

| Our ¥Yision, Our Mission, Our Yalues

When we look to the future of Eziba, our Vision is clear: we're out to
Change the YWorld by Hand

To focus our Yision, and transform it into Action, we've expanded that simple yet profound
statement into three phrases that express our Mission:

¢ Eziba Leads in the discovery and celebration of world cultures by building bridges
between artisans, their soulful creations, and the thoughtful global consurmer,

e Eziba is growing a profitable business that transforms the traditional marketplace
with service that exceeds our customers' expectations.

¢ Eziba gives back by supporting artisan communities and charitable organizations that
share our wision.,

And from that Mission we've built a structure of Yalues by which every product we sell and
every way we touch our customers shall be judged. Eziba means:

+« Unique - Enjoy the unusual, the one of a kind
e Authentic - Connect to the creative spirit in artisan tradition
e Discovery - Adventure into the unexpected
¢ Premium - Experience impeccable taste and gquality
+« Beautiful - Delight in the senses and the mind
e Sharing - Inspire with staries that touch the mind and awaken the heart
About Eziba Affilliate Program Contack Ls Shipping Store Locations Site Map

For answers to your questions, please call uz toll-free 2t 1-222-404-5102 or zend us an amail

Privacy Motice @ 1999-20032 Eziba,com, Inc All rights reserved,

L]
o
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E Z l B H Shopping Bag » Your Account » Order Status | ! SEARCH » |

Handcrafted ltems Globally Sourged e

Catalog Quick Shop Catalog Request Gift Certificates Email Sign Up

Art & Artifacts:
Collecting Trends
Home Decor: What's
Hot?

Jewelry er More

Home Decor

Rwandan Peace Basket
%55.00

Description:

« [tem # E19492

¢ Made in Rwanda

Art er Artifacts . : . N N

Gift Finder . D.II'I'IEI"ISII:IFIS (one size): 6" Ws 14" H

Outlet Options:

Online Catalog | black/natural, one size, $55.00 - availakle 422 + |

About Eziba @) Addrobag

Stories

Help
) large view [Rwwandan Peace Basket |
Handrmade in Bwanda. Women who became widows after the 1994 genocide in Rwanda
have woven this intricate, dome-topped basket, The women are from the warring Hutu and
Tutsi tribes, and they unite with only natural weaving reeds between them, in the spirt of
both peacemaking and entrepreneurship, The shape is striking and cuts a dashing silhoustte
Zig-zag contrasting black designs add graphic, modern style. In a place of prominence, this
meaningful basket tells a story and embodies a graceful, uncommon aesthetic,
Eziba has collaborated with the United Mations Development Fund for Waormen (UNIFEM) and
the Women's Business Council for Peace (an outgrowth of the Global Peace Surmit held in
Geneva in October 20020 to bring you these special baskets, Partial proceeds from sales of
the haskets will go towards the Global Peace Fund that supports women's enterprise and
peace buillding efforts around the world,
Fead more about Gifts That Give Back,
QMEE"“_SJ I Returns  Shipping  Sift Wrap

Horme Stories About Eziba Affilliate Program Contact Us Shipping Store Locations Site Map

For answers to your questions, please call us toll-free at 1-252-404-5108 or send us an email.
Privacy Motice @ 1999-2003 Eziba.com, Inc All rights reserved.
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BAMBOULA LTD.

BRINGING THE SPIRIT OF AFRICA INTO THE HOME
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& shopping cart @

A

Welcome to Barmboula Ltd. where you will find an exciting areay of contemporary products that have been
handcrafted by artisans in Ghana, Kenya, Mali, Tanzania, and Uganda. Furnish your home or office with our
stylish and functional accessories or add to your personal collection of jewelry and handbags.

We are importers of African handcrafts and waork with African artisans to create beautiful and useful products
for the US market that draw upon their varied and dynamic artistic and cultural traditions. Cur mission is to
create wark and incame for Aftican artisans by selling their products in the US marketplace.

Feruse our full line of products and order through our secure server. Check every
Monday morming, starting at 940 EST, for our Weekly Specials. For more
inforrnation about our company and the owner, go to the Bamboula Story and Meet
the Cwner. Read about our involvernent with Educational Eesources for Kenya and
Aid to Adisans. Fead our Mewsletter to keep up-to-date with our buying trips, new
product introductions, tradeshows, and retail sales.
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weekly spec
Feb 18, 200

et 3 Hecye
Metal CAH:

SR
now §15.9

* new arrivals
* on sale
=ign up for our E-mailing list...

and be the first to know about our new products and special offers!

t |send

search our catalog

Your E-mail address |

10% discount
on orders of
$75 or more

Bone Beal

Candlehold
=80

now 159

view all ite
on sale

whaolesals
customer

log-in here
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GARDDERS b

_QUALITY AFRICAN ART & BANKETS

@ PRODUCTS
& PRICE §
EXAMPLE ) )
oLl About our Baskets Prices & Sizes
absolutely stunning. There is nothing
more to say about these incredible, Grain & Marriage baskets (4 - 6") $40.00
iﬂﬂp%:.l;;ri one of a kind, hand wowven baskets by
_ Whe wamsi anauiilEand, The Rasons Grain & Marriage baskets (6 - 8") $65.00
come with an informative hangtag
“ that includes the weaver's name. The . ]
CRODER baskets range in size and style fram Grain & Marriage baskets (8" and up) $85.00
FORM the smallest herbh basket ta special
: marriage baskets wowven by young Bowls (4 - 5" diameter) $35.00
@ girls for their marriage. The baskets
use Ilala palm fibers, All the dyes are Bowls (5 - 6" diameter) $55.00
HG ME natural, derived from local roots,

leaves etc. Major museums and
galleries feature our baskets.

Bowls (6" & up diameter) $75.00

W The Gardners, both african born, Collector Quality (10"+) $100+
have been encouraging the craft
of basketry among the Zulu for 12 Museum Quality (10"+) $350+

m cars. They sell to basket

== collectors in America and

8 internationally, as well as ta major
B museums and galleries. Prices
range from £5 to £5000. The value
of the basket depends on fineness of weave, and the quality
of dve & artistry rather than size. Phataos are available on
collector and museum gquality baskets. Our stock is
continuously changing. We will send a representative selection
of the requested items.




3 Product Gallery | Aid to Artisans - Microsoft Internet Explorer

File Edit Miew Favorites  Tools  Help

@Eack ™ & \ﬂ @ Lh f_:'Searn:h E:E‘ Favorikes @Media {ﬂ E"v _-;T-' - _] ﬂ (D

Address E htkp:ffaidtoartisans, orgfproductsfindesx. php

b

Commercial Clients | Contact Us | What's Mew | Search | Ezpafial | Francais | Py

urces Ahout ATA

Haitian Metal Fish Bowl. Maore items like this.

Decorative Textiles DeskiOffice
42 Jtams 0 fhanns

Holiday/Crhame

nts

2 ikams

Lighting/Candleholders

16 fharmns

Fashionféccessaories

18 fharns

kids/Toys

26 frams

Fugs/Floor
Coverings

F fams

Kitchen/Tabletop

&1 framns

Decorative
Arccessories

110 shemns

Furhiture
9 jbarns
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Duration: 2002-2004

Funder: International Finance Corporation

Through ATA's Pan-Africa Market Link Initiative, three Zambian
craft-based small and medium enterprises (SMEs) are
developing their capacity to participate in regional and

IS fEuropean markets, These artisan businesses from around
the country, with products ranging from pottery and baskets,
to wire and metal home accessories, are collaborating with Aid
to &Artisans for one year, Program activities include intensive
product development sessions with international design
specialists, business capacity-building workshops, and

international exhibitions,

More information about ATA in Zambia

Show all artisans from Zambia ZIMBABWE

Show all products from Zambia BOTSWANA

Eartlaby com

Capieal. T
Lusaka

population
10,307,333 (July 2003 est.)

752,614 =q km (slightly larger than Texas)

Language(s)

English (official), major vernaculars - Bemba,
kKaonda, Lozi, Lunda, Luvale, Myanja, Tanga, al
about 70 other indigenous languages

£5.9 billion (2002 est.)
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Work :Sample

The Choma Museum and Crafts Centre Trust, located
halfway hetween Lusaka and Livingstone, has played a
major rale in the development of rural crafts in Zambia since
1989, Associated to over 450 producers the CMCC is
expanding its capacity to export market-ready crafts
through ATA's Pan &frica Market Link program, funded by the
International Finance Corporation (IFC), an arm of the World
Bank. CMCC's work is especially appreciated at this time,

With one of the worst droughts in the country's histary,
subsistence farmers will need the income generated
through basket production to supplement their livelihood.
For these artisans, the sales at the New York International Gift Fair came at an opportune time,
Among the best selling iterms at the winter show were Tonga Flateau baskets made by women
i the Southern Province of Zambia, where basketry continues to be the primary craft produced
by wiormern.

If pou're interested in working with Yhis artizan/producer greup, please contact Barbara Cruprprski at
artizan@aidtoartizans . arg.

Commercial Clients
Login or reguest access to see additional

infarmatiarn,
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Moore Pottery is a producer of industrial and studio
ceramics, located in Lusaka, Zambia, &t the Mew York
Internatiunal Gift Fair, Moore exhibited a small collection of
ceramics, including a line decarated with a stylized guinea
ben, ATA's senior design consultant, Frederic Alcantara is
working with several businesses in Zambia on full collections
for the SARCDA trade show in Johannesburg, South Africa.
The International Finance Corporation, a division of the
Waorld Bank, funds ATA's work in Zambia.

If pou're intarested in working with thiz artizandproducer group, please
contact Barbara Czupryrski at arbizan@aidteartisans .org.

Country
Zambia

Commercial Clients

Login or reguest access to see additional
infarmation.
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What 'Wea Do
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Where

Product Gallery

Fetrieved 1 to 14 (of 14 total) products

Black Fruit Bowl

Black Platter

g g e
HF HF iF
Bud Wase, Dotted, Bud Wase, Dotted, Bud Wase
Large Srnall Striped
24002 24000 2400 1

of0 12

o401

Covered Black Round Black
Wase Wase
4009 S0 10

Tonga Basket
4018

Tonga Basket
40z 1

Tonoga Basket
940z

Tonga Basket
24023

Fetrieved 1 to 14 (of 14 total) products

Tonga Basket
94019

Tonga Basket
9d0z4

Tonga Basket
240210

Commercial Clients | Contact Us | What's Mew | Search | Espafiol | Francais | Pyce




Workbook Exercise

Develop an Export
Market Strategy

* Define your export business
 Profile your target consumer
* Describe your target customer

« Compare your company to your key
competitors

« Estimate available company resources
* Assign staff export responsibilities

Workbook Page 62
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Marketing Handicrafts
in the United States.
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?‘ artisan

Frogram: Pan-African Artisan Enterprise Development i
({PAED} !
Duration: 2001 - 2004

Funder:; USAID and Match Funders
&TS has been working with artisans in Tanzania since 1999, v
The current Tanzania PAED program is part of a £ 2.2 million i
matching grant from USAID, The matching funders for the
Tanzania program include International Finance Corporation !

(IFC) and the YWest Foundation. | Pangan Jred
! J i Wkoani
The PAED program is designed to work with artisans and small ke
and medium-sized enterprises to develop local and export i ) )
markets for handmade craft products from Tanzania, thus AL Iinga, ~ SALAAM ==
increasing their incomes and creating employment, ATA | ~
provides technical assistance in the form of business training, ! EAN Kih'lﬂﬂ;_—-.—h

product development, and marketing to these producers,
giving them the necessary skills to generate and maintain p
zales bheyond the life of the project.

ZAMBIA )

ATH s currently working with several SMEs in Dar Es Salaam
and micro-enterprises on the island of Zanzibar, The Tanzanian producers in the program
produce a range of crafts, including textiles, woodcarving, basketry and ceramics, : \.‘]

More information about ATA in Tanzania

15
]

MOZAMBIGUE

| Bartloby . com

Show all artisans from Tanzania ) A e g e g e g e g e
Capital

Show all products from Tanzania v Dar Es Salaam

population
35,022 454 (2003 est.)
{945,087 square km (slightly larger than twice th
size of Califarnia)l
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Mikono is one of the largest exporters of traditional
Tanzianian handcorafts, They currently ship to the United
kKingdom, the United States, the Metherlands, France, Italy
and lapan. Mikono works with many producer groups
throughout Tanzania, some of whom are on their premises
in Dar es Salaam, and others who are located in various
regions of the country, The company exports a variety of
products hecause the artisan groups that supply Mikono
with product work in a variety of media. Some of their most
popular products are musical instruments, including drums
and marimbas, letter openers, salad servers, masks and
stools, Mikono has shipped to American companies like Ten
Thousand Yillages, and has two retail outlets in Tanzania,
both in Dar es Salaam.

IF pou're interasted in working with this srbizaniproducar group, plesss

© contact Barkara Czuprrnshi at arbizan@aidtoartizans . org.

Wur‘k Sample

CDI.II'itI'!.I'
Tanzania

Commercial Clients
Login or reguest access to see additional

infarmation.
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This 20-person Tanzanian workshop is egquipped to produce
screen prints, stencils, batiks, tie and dye and embroidery.
Their local business is comprised mostly of clothing, but their
international sales are largely tahletop, pillows and other
decorative textile home accessories, ATA Trade Metwork
member Leslie Mittelberg, owner of the Oregon-based
Swahili Imports, worked with owner Flotea Masawe to
develop a line of placemats and pillows in the same earth
tones and African motifs, Mittelberg told us that Masaweis
concern for her workers goes well beyond the workforce, as
she continually teaches them to stay healthy in light of the
&ID5 epidemic in &frica,

If pou'ra intarastad in working with this artizandproducar group, pleassa
contact Barbara Czuprynski st arbizan@aidtoartizans org.

Work ;Sample

Country
Tanzanla
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Shipping Products to the U.S.

» Packaging for overseas shipments
 Documentation & trade regulations

* Finding reliable freight forwarders &
customs brokers

 |nsurance

* Scheduling & lead times for export
shipments

Workbook Page 24
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FProgram: Pan-African Artisan Enterprise Development
(PAED)

Curation; 2001 - 2006

Funder: USAID and Match Funders

ATe has been working with artisans in Mozambigue since 1993,
The current Mozambigue program is part of a £ 2.8 million
matching grant from USAID called PAED. The PAED project is
designed to help artisans and small and medium-sized
enterprises develop local, regional and International markets
for handmade craft products from Mozambigue, Tanzania and

South Africa,

The matching funders for the Mozambigue program include Ford Foundation, Kellogg Foundation,
YWest Foundation, PODE, Ewing Family Trust and many other individual donars,

Mozambique’s dispersed settlement patterns and absence of national infrastructure has meant
that the most appropriate activities involve micro-enterprises at the grass roots level in peri-
urbian and rural settings,

ATA s currently working with micro-enterprises in three provinces; Maputo, Sofala and Mampula,
ATA provides technical assistance in the form of business training, product development, and
marketing to these producers, giving them the necessary skills to generate and maintain sales
beyond the life of the project,

Most of &ATA's artisan partners in Mozambique are wood carvers with a long history of craft
production, valuable raw material, and boundless talent, Although men traditionally used precious
wioods for craft production, ATA s conscious of the fackt that the trees are becoming increasingly
scarce and is committed to promote conservation measures and judicious use of these woods,

More information about ATA in Mozambigque
Show all products from Mozambigue
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Capital
Maputo

Population

15,099,246 (July 2003 est.)

Size

801,590 sgquare km (slightly less than twice th

of California)l

Language(s]

Portuguese (official), indigenous dialects

GDP

£19.2 billion (2002 est.)
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